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HE World's finest Sandalwood—Santalum Album 
(Linné)}—is grown in the State of Mysore. The 
Oil richest in Santalol comes from the Heart-wood, 


and nothing but selected Heart-wood is used for the 
production of MYSORE OIL. 


This, together with scientific distillation, accounts for 
the universally recognized superiority of Mysore Oil, 
and is why Mysore Oil is always taken as the standard 
measure of quality. 


It is definite economy to use genuine Mysore Oil. 
Substitutes and imitations in the long run cost more. 
Do not merely specify "Sandalwood Oil U. S. P." 
but insist upon Mysore Oil. 


Distilled at our Linden, N. J. plant and offered 
only in original sealed and numbered containers. 


Sole Agents for the United States 
W. J. BUSH & CO., Inc., New York 


Sole Agents for Canada 
W. J. BUSH & CO. (Canada) Ltd., Montreal, Canada 


“7 Ofdefte Sffence Diftilftrs’” 


W. J. BUSH « CO. 


INCORPORATED 


Essential Oils .. Aromatic Chemicals . . Natural Floral Products 
NEW YORK, N. Y. 


London Mitcham : Messina Grasse 
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ESTABLISHED 1845 


BATZOUROFF & Co. 


SOFIA, BULGARIA 


PURE Gest0 OF ROGGE 


MODERN DISTILLERIES AT : 


KARNARE KALOFER 
KARLOVO RAHMANLI 


SOLE DISTILLERS BY VACUUM PROCESS 


EXCLUSIVE AGENTS U.S. AND CANADA : 


GEORGE LUEDERS & Co. 
427-429 WASHINGTON Sr., NEW YORK 


BRANCHES 
CHICAGO-SAN FRANCISCO 
MONTREAL 


States $53. 


der the act of March 3 
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SAMPLE 
Started the 


Gold Rush of 48 


a peculiar sample of yellow metal from the tail-race 

of Sutter’s sawmill in El Dorado County, California. 
Marshall’s nugget — the first of the great modern gold dis- 
coveries—set the world afire. Samples panned from nearby 
streams and hills blazed an international trail which wrote 
vital and thrilling pages into American history. 

Sensational stories of sales success follow sampling in 
modern markets of the world. And Kimble Glass Vials — 
serving as fleet-footed carriers of hundreds of popular prod- 
ucts—are pointing the way for manufacturers of drugs and 
perfumes, pharmaceuticals, chemicals, oils, candies, cosmetics. 
Samples of liquids and powders—salts and capsules—ex- 
tracts, serums, pills and food products—are packed in color- 
fully labelled Kimble Vials and spread to the buying centers 
of the nation. 

Kimble Glass Vials lend themselves so ideally to sampling 
and packaging because they are available for Dropper Tops, 
Screw Caps, Slip Caps, cork or wood closures, Shaker Tops, 
Re-Seal-Its, and scores of other special designs. Kimble Vials 
are annealed for maximum strength and are strain-free, 
moisture-proof and liquid -tight. 


O° January 19th, 1848, James W. Marshall picked up 


For safety and success samble and package in Kimble Vials! 


—¢ e The Visible Guarantee of Invisible Quality 
KIMBLE GLASS COMPANY : -- : VINELAND, N. J. 


NEW YORK++ CHICAGO:+ PHILADELPHIA +s +: DETROIT++: BOSTON 
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SLIP CAPS 


Improve 


THE APPEARANCE OF YOUR PACK- 
AGE with an attractive serviceable 
stock or specially designed 


CAP 
76 A 
For perfumes, talcum and tooth 


powder, bath salts, lotions, etc. 


Furnished in a variety of de- 

signs in fancy metal—plain brass— 

SCREW CAPS aluminum — brass nickel plated 
—nickel silver — stainless _ steel 

Enameled caps, all colors. 


Our “Negative Finish” resists 
acids, alkalies and alcohol. 


282-24 M/M Samples and prices on request. 


- BRASS 
ss s® Ls GOODS 


CONCEALED THREAD CAPS MANUFACTURING CO. 


345 ELDERT STREET 
BROOKLYN, N. Y. 
Phone: Foxcroft 9-3900 


404 20 M/M 10-Sided 387 20 M/M Round 


<4 - ¢ 413 20 M/M Round E 
2 se f iy Cg TWO PIECE BALL CAPS 


471 10 M/M Round 525 8 M’M 408 13 M/M Round 


MISCELLANEOUS 


429 10 M’/M 


PULL-UP TOOTH POWDER TOPS 
-— 428 33 M/M 


Pencil Clip 504 16 M/M 
UN hh 


388 15 M/M 


355 Salt Cap 500 28 M/M 469 Pepper Cap 


CUSTOM DESIGNS IN STAMPED AND DRAWN METAL SPECI caeES 


B-G Caps for Perfumes, Taleum, Tooth Powder. Bath Salts, Lotions, Salt & Pepper Shakers, etc 
square, Oval. Slotted). 
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Our 
ASEPTIPUFS 


are 
> permanently 


These powder puffs a fm fis e p fi Cc 


are not to be confused with so-called 
sterilized puffs—for sterilization is 
only a temporary condition, ineffective 
with first use of the puff. 


Our velours and wools are treated with antiseptics when manufactured. The puff remains 
antiseptic throughout its life, or until washed. The inhibitory action is constant—always 
on the job battling Bacteria, protecting the reputation of your cosmetics. © WRITE 
TODAY for literature and samples. 


ASEPTIPUFS always sanitary (Of course the unusual attractiveness of our 


powder puffs has also helped to make them so outstandingly popular.) 
s 
COMPACTS 


ROUGE and POWDER (More than 150 tints) 
LIPSTICKS (All indelible Fa a la mode) 
CREAM ROUGE (All shades) 

EYE SHADOW (All shades) 

EYEBROW PENCILS 


+ 
WATERPROOF MASCARAS 


All our products guaranteed for chemical purity. For your further protection, Products Liability Insurance carried. 


ORIGINATORS OF 

OXZYN company - 
NATURAL ROUGES 

IN BUSINESS SINCE 1877 


NEW JERSEY OFFICE: 257 Cornelison Ave., Jersey City 
CANADIAN OFFICE: 2109 Ottawa St., Walkerville, Ont. 


Telephone Calls Originating in New York will 
be accommodated through REctor 2-8360. 
In Jersey City Phone Delaware 3-2560. 
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Think Twice ® © 


from the Ost standpoint 


the cosmetic manu- 
nt in view 
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In replacing the natural jasmin in a for- 
mula, the logical thing to do -5 to use the 
finest synthetic jasmin available, 4 syn- 
thetic that comes 


ural note of the 


\ ASMIN “3 8” 


is the answer 


If you compare, in five percent solutions, 
Jasmin Absolute and the new JASMIN 
38 you will readily see why we s@y 
JASMIN 39, can ably replace the 


natural. 


JASMIN 3g? deserves your considera- 
tion. We will gladly send you 4 working 


sample. 


The prices $3.00 per ounce, 
pound. 
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A U.S.P. OIL FoR THE 
AMERICAN TASTE 


FROM CALIFORNIA 


Nie wonder it's MORE THAN TWICE AS POPULAR 
AS ALL OTHER LEMON OILS COMBINED 


Hz: quality and right price have made 
Exchange Brand Oil of Lemon, U.S. P., the 
unquestioned leader in the United States. 

It is made in the world’s largest plant devoted 
exclusively to lemon products. Nowhere else are 
there the facilities to keep production quality so 
uniform. Nowhere else has the American taste 
been so successfully met. 

Be sure to specify it by name: Exchange Brand 


Oil of Lemon, U.S. P. (Clarified). 


Sold to the American market exclusively by 


DODGE & OLCOTT COMPANY FRITZSCHE BROTHERS, INC. 
180 VARICK STREET, NEW YORK, N.Y. 76 NINTH AVENUE, NEW YORK, N. Y. 


Distributors for 
CALIFORNIA FRUIT GROWERS EXCHANGE 


Products Department, Ontario, California 
Producing Plant: EXCHANGE LEMON PRODUCTS COM PANY 
Corona, California 
Copr., 1936, California Fruit Growers Exchange, Products Dept. 


> 
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HE attention of our Special Perfume Division is focused 
constantly upon the development of new and better raw materials 
for the industries served by our organization. Among its most re- 
cent contributions is a new series of artificial animal scents com- 


prising the following: 


AMBERGRIS ARTIFICIAL F. B. 
CASTOREUM ARTIFICIAL F. B. 
CIVET ARTIFICIAL F. B. 
MUSK TONQUIN ARTIFICIAL F. B. 


Upon using any one of these in place of other synthetic or even 
natural tinctures, the perfumer will be gratified to discover that he 
can produce essentially the same if not better odor effects at sub- 
stantially lower cost and with less preliminary preparation. We 
suggest that those who have use for such materials write us for 


more details concerning these important products. 


FRITZSCHE BROTHERS, Inc. 


Port Authority Commerce Bldg. 
76 Ninth Ave., New York, N. Y. 


Branches 


ATLANTA, GA BOSTON, MASS CHICAGO, ILI COLUMBUS, O KANSAS CITY, MO. 
508 Standard Building 250 Stuart Street 118 West Ohio Street 21 East State Street 2018 Guinotte Avenue 


NEW ORLEANS, LA PHILADELPHIA, PA LOS ANGELES, CAI SAN FRANCISCO, CAL. 
813 Louisiana Building 12 South 2th Sereet 816 West Sth Street 122 New Montgomery Street 


FRITZSCHE BROTHERS OF CANADA, Ltd. MEXICO 
77-79 Jarvis Street. TORONTO, CANADA Mesones 24, MEXICO, D. F. 


PARFUMERIES DE SEILLANS, SEILLANS (VAR), FRANCE 





FRITZSCHE SUPPLIES 





SWHAT NATURE DENIES 


















O jealously does Nature guard the secret of this glorious fragrance that 
t. complete isolation of its absolute odor principle has yet to be achieved. Thus, 
a - chemical substitutes are the perfumer’s only recourse when his formula calls for 
e a heliotrope. 


Lately, however, after long and persistent effort, our chemists have perfected 
a synthetic heliotrope which competent opinion acclaims superior to other chem- 
ical substitutes. For example, its odor value is many times as great as that of 
heliotropin; it is much more soluble, has little tendency to discolor, and in char- 
acter is more plantlike than chemical. It produces a fuller, richer and more flowery 
effect at measurably lower cost. 


HELIOTROPE FLEURS CONCRETE is not a finished perfume, but rather a 
specialty to be used either as a basic note or in blending and finishing perfume 
compositions. Imparting freshness, intensity and fixation, the perfumer will find 
in its versatility endless inspiration for new, novel and delightful odor effects. 


Samples? ... Yes, gladly, if you’re interested. 























FRITZSCHE Brothers inc. 


816 WEST 8TH STREET LOS ANGELES. CAL. PORT AUTHORITY COMMERCE BLDG. 
Proprietors ot PARFUMERIES de SEILLANS Seillans, France 76 NINTH AVENUE, NEW YORK, N. Y. 
FRITZSCHE BROTHERS, of Canada, Ltd., 77-79 Jarvis St., Toronto, Canada 118 WEST OHIO ST. CHICAGO, ILL 








VALWUES 


ROM the sum of many sources . . . from 
rains and melting snows, from distant springs and 
streams .. . comes the might and majesty of a great 


river. 


And similarly, from the sum of many values . 

from its years of experience, from the character 
and integrity of its management, the skill and efh- 
ciency of its personnel, its capacity and facilities 
for helpful cooperation . . . from the sum of these 
comes the reputation for which FRITZSCHE ma- 


terials and services are distinguished. 


If, as a manufacturer of perfumed products, you 
would build for permanence as well as profit, then 


build upon the secure foundation of these sturdy 


FRITZSCHE values! 


FRITZSCHE BROTHERS, Inc. 


‘ 
S cm 
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KTRAPY Vy QittSCHE BROTH ERs 


XX A Mey oat 
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SOAP FLAKES) 


These bright plaid fibre containers (illustrated in color 
on the front cover) strike a cheerful note on any shelf— 
in anv home. The handy pouring spout enables the user 
to reclose the package after pouring out the desired 
quantity; thus, the contents are more easily kept clean, 
fresh, dry. It is just one of many sales-stimulating fea- 


tures that can be incorporated in a Canco package. 


Let us suggest a container and design that will help your 


product sell faster! Write Canco today. 


AMERICAN CAN COMPANY 


230 PARK AVENUE NEW YORK, N.Y. 





—Listinctive — 


: | ll Polish Kettle 


From our stock moulds come a variety of modern, attrac- 


tive % and | ounce bottles suitable for nai! polish and polish remover 
—some of them striking in the originality of their design, others 
plain so as to lend themselves to various label treatments. Before 
investing in expensive equipment investigate the practicability of 
adopting one of our stock bottles, a few of which are illustrated above. 


V-301 


362 


CAR B-LOWBREY GLASS CO. Factory and Main Office: BALTIMORE, MD. 


NEW YORK OFFICE: 500 FIFTH AVE., Room 1427, Telephone: CHickering 4-0592 
CHICAGO OFFICE: 1502 MERCHANDISE MART, Telephone: WHitehall 4326 





i yap sel lin g 
a ae 
toiletries 


Floral Bouquet P. F.. .$7.00 Ib. 


For Shaving Lotions 


Rejuvol L. D........ .$7.50 Ib. 


Scotch Heather No. 362 
$4.25 Ib. 


For Deodorants 


Deodorant G. B. E.. . “$7.00 Ib. 
Fougere N. W. C. $4.50 Ib. 


For Hair Preparations Today, a vast majority of men realize the importance, 
For Tonics-Pombril H.. $5.50 Ib. 


For Dressing Aloha No. 35 
$3.75 Ib. 


Pomodor G. B....... .$1.50 Ib. 


socially and in business, of a smart, trim appearance, tidy 


“cyanea 


hands, a smooth face and well-kept hair. They like toilet- 
ries not only that help them accomplish this . . . but espe- 


See ee east cially those that express real masculinity through proper 
- 


An exceptional fresh, 
clean, outdoor fragrance. fragrance. 


Canton No. 3 $15.00 Ib. 


Unusually refreshing. 
Corduroy .... ..... $11.00 Ib. tates : 
orduroy To help you, the manufacturer of men's toiletries, capi- 


talize on this important market, the Felton Chemical 


Fer Face Talc and Company, Inc. offers a carefully created line of perfumes 
Body Powders 
Carnetta No. 294... .$3.50 lb. 


Scotch Heather No. 362 
$4.25 Ib. 


Powderol C. R. .. $11.00 Ib. 


of the mascuiine type. 


PELTON cuca co. ne 


603 JOHNSON AVENUE, BROOKLYN, N. Y. © Manufacturers of Aromatic Chemi- 


WRITE FOR cals, Natural Derivatives, Perfume Oils, Artificial Flower and Flavor Oils @ Executive Offices 
SAMPLES and Factory: 603 Johnson Ave., Brooklyn, N. Y. Boston, Mass, 80 Boylston Street—Philadelphia, 
Pa., 200 South 12th Street—Sandusky, Ohio, 1408 West Market Street—Chicago, Ill., 1200 


NOW! North Ashland Avenue—St. Louis, Mo., 245 Union Boulevard—New Orleans, La., Balter 
Building—San Francisco, Calif., 512 Washington Street—Los Angeles, Calif., 515 South 


a 


Fairfax Avenue. 
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It is a well established fact that the best method of 


bleaching beeswax is the process that removes or 
oxidises completely the coloring matter of the yellow 
beeswax, but at the same time changes the beeswax 
itself as little as possible. 


It remains then that the best method to accomplish 


this is the SUNBLEACHED method. 


Sunlight bleaches beeswax very slowly and perfectly. 
There is nodanger that its properties will inany way be 
affected as is possible as a result of chemical bleaching. 


KOSTER KEUNEN 


IN THE MIDDLE WEST: WALTER H. JELLY & CO., 


Beeswax bleached by the sun has a creamy white 
color and is a natural product. This is assurance that 
it will remain the same indefinitely and that it will 


produce the most stable creams. 


At our plant, the largest of its kind in the world, all 
the beeswax is sunbleached. It does not come in 
contact with any chemicals, either before. during, or 


after the bleaching process. 


For over 80 years the name KOSTER KEUNEN has 
been a symbol for pure and 100% sunbleached beeswax. 


SAYVILLE 
(LONG ISLAND) 
NEW YORK 


Inc., 412-420 N. WESTERN AVENUE, CHICAGO, ILL. 


ELSEWHERE IN THE U. S. A., BY KUHNE-LIBBY CO., 54 FRONT ST., NEW YORK, N. Y° 





Correct attractive packaging acts as the introduction to 
your product, BUT it is the contents that determine the 


repeat sales. 


The erfume in most an cosmetic, whether it is a owder, 
P 7 P 

cream or lotion, is an all important factor. Yet, to have 
just the right perfume often presents a difficult and even 


hazardous problem . 


The Supreme Flower Essences and Surfine Essential Oils 
of Tombarel Freres, together with the fine Basic Products 
and Special Perfume Creations of Robert Freres, have 


helped many important cosmetic manufacturers solve this 


difficult problem. 


The facilities of our organization are at your service and 


we invite your inquiries. 


PUVA A ew 


Exclusive Representative in the United States, Canada and Cuba 


for TOUMBAREL FRERES and ROBERT FRERES Grasse, France 


% East 19th Street New York, N. Y. 


Phone Gramercy 7-7574-5 


L. J. Zollinger, President 


October, 1937 





The 


BRIDGEPORT iis 


ESTABLISHED 1909 


BRIDGEPORT, CONNECTICUT ®TEL. BRIDGEPORT 3-3125 
VANITY CASES e ROUGE CASES e PASTE ROUGE CONTAINERS 
LIPSTICK HOLDERS e EYEBROW PENCIL HOLDERS e BOTTLE CAPS e JAR CAPS 
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HREE FRAGRANCES OF THE 


—_—= SUNNY = 


= South = 


“—F SOUTHERN LILAC 
“> MAGNOLIA PARENTO 


“> CLOVER PARENTO 


Samples and quotations on request. 


Compagnie acent Cy OMe 


Executive Offices and Laboratories. CROTON-ON-HUDSON. N. Y. 


NEW YORK CHICAGO DETROIT LOS ANGELES 


SEATTLE PORTLAND. ORI TORONTO COLOMBES, FRANCE 


OLNGAXYVYd * OLNAAXYVYd * OLNAYXYVd 


OLNAYVYd * 





Packaging that Converts 
GOODS into GIFTS 


tlt RERS who pro- 
I mote the sale of staple mer- 
chandise to the holiday trade know 
the reluctance of many shoppers to 
give “practical” gifts at Christmas 
time. Luxury or novelty items often 
seem to be the chief demand. 

Today, through use of lustrous, 
colorful Bakelite Molded in pack- 
aging, utility products, as well as 
special holiday goods, are readily 
converted into genuine, fast-selling 
gift merchandise. 

Boxes, containers and other pack- 
ages made from Bakelite Molded 
have the unmistakable appearance 
and “feel” of quality. When de- 
signed for dual use... first as a 
package. then as cigarette container. 


BAKELITE CORPORATION OF CANADA. LIMITED, 163 Dufferin Street. Toronto, Canada 


The registers 
Servtacwres 


ATERIAL 


rode morks shown Odors Gistinguisd 
Bere!te Corpereron Under the cop re 


Marlin Razor Blades in smart red and 
black Bakelite Molded gift box suitable 


for later use as jewel case, or other utility 


container. Molder, Auburn Button Works. 


(Below) Gem Safety Razor in mottled 
brown case of Bakelite Molded. Molder, 
Mack Molding Co. (Right) Pioneer Belt 
and Garters in lustrous Bakelite Molded 
gift boxes designed for secondary use as 
ash trays. 


a 


i Pees 


AVENUE, 


West Coast: Electrical Specialty Co., Inc., 316 Eleventh Street, San Francisco, Cal. 


jewelry case or other personal con- 
venience ... they offer added sales 
appeal for gift use. 

Bakelite Molded packages may 
be obtained in many standard types 
and sizes with wide color selection, 
or may be produced, economically, 
in practically any special size or 
shape, and in numerous colors and 
color combinations. 

In the planning of holiday pack- 
aging, manufacturers and package 
designers are urged to consider the 
exceptional opportunities for ob- 
taining combined beauty and utility 
advantages through use of Bakelite 
Molded. Write for our interesting 
booklet 6C.“A Guide to Modern 
Packaging with Bakelite Materials”. 


NEW YORK, N.Y. 


LITE 


Sc crs TERED © 8 Par. OFF 


OF A 


sumerical vign for infinity or valimited quantity M symbolizes INe infinity 
number of presen! ond future wien of Badelite Corporation s product” 


THOUSAND 


USES 
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Cove buds from Zanzibar, lemon- 
grass oil from India, benzoin from 
Siam, petitgrain from Paraguay, 
ylang ylang from the Philippines, 
civet from Ethiopia, orange oil from 
Africa — from strange and far-off 
places come the raw materials used 
in the manufacture of aromatic prod- 
ucts at Givaudan’s modern plant at 
Delawanna, N. J. Here they are sub- 
jected to analysis, both from a chem- 
ical and odor standpoint. All that 


do not live up to Givaudan specifi- 


cations are rejected. It is the first 
step to careful system that has made 
“Givaudan” a synonym for quality. 


80 FIFTH AVENUE, NEW YORK, N. Y. 





FOUR ANC ip IP RS 


IN A GALE OF RISING 


Ww" the cost of matural floral oils rapidlyrising/ and Bo relief in ‘sight, 
more and atiore perfumiers are turning to Givatidan’s specially pro- 
duced substitutes —for safety and economy. You #ill find them remark- 
ably faithful tosthe originalpedors that inspired thei creation! Low, and 
stable in pride, eachyean be used to replace a substantial portion of the 
natural product‘te impart ‘‘lift*sto a composition or hafitionize the constit- 
uents of a compound while adding asijindividual tots. Ideal iorpiotions 
and extracts(theysstandeup well in powders atid Creaffis and will not dis- 
color the latter. Why not use them to keep your costs down and your 
quality on an even keel in the gale of rising natura! floral oil prices? 


JONQUILLIS 


a new and remarkably accurate sub- 
stitute for Use With Jonquil Absolute 


ROSITS 


for vse with e Absolute Grasse 


Ress 


DELAWANN A TNO. 


SO.\FIFTH AVENUE, NEW YORK, N. Y. 


BRANCHES: PHILADELPHIA LOS ANGELES DETROIT CINCINNATI 
DALLAS BALTIMORE NEW ORLEANS CHICAGO SAN FRANCISCO 
SEATTLE MONTREAL HAVANA 





WAZEL-ATLAS GLASS 
COMPANY 


WHEELING, W. VA. 


EFFECTIVE ... 


Cosmetics are effectively 
packaged in smart, mod- 


ern Hazel-Atlas Opal Jars. 








May 
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STOCK BOTTLE 


A bit of ingenuity with labels can do wonders with a stock bottle! 


For instance, here is our “J-32” in seven different “costumes.” 
Each one is as individual as a finger print; each is entirely in harmony 









av Gab with the product it contains. Yet none of these labels is costly—most 
of them are printed in one color only, using the contents of the bottle 
SKIN LOTION to get color contrast. 


And remember—when you use a stock bottle like “J-32." you have 
the advantage of low price and a ready supply to draw upon for imme- 
diate delivery—you don’t have to worry about overloaded inventories 
and costly delays. 

“]-32” is carried in stock in 14 ounce, 1, 2, 3, 4, 6, 8, and 16 ounce 
sizes. It is made with G. C. A. medium screw finish; and, if you wish, 
can be delivered with black or colored Bakelite caps. 


~~ ‘“ Write for samples and prices—today! 
=a 


SWINDELL BROS. + BALTIMORE *© NEW YORK 


MWh you a of Ke Mths think of of 


Tt elu 











OAKMOSS EXTRACT ABSOLUTE 


Mer ome ML Tym itt Ts LT 
strength, containing the powerful herbaceous, for- 
est note so essential to high class modern chypre, 
fougere, and other bases. 


Our absolute is completely soluble and free from 
Ome 


OAKMOSS RESINOID | 


A strong forceful odor of excellent. fixative 
qualities. Our process is carefully adapted to 
this delicate material and. insures a uniform high 
quality. 


SCHIMMEL 


& CO., INC. 
601 WEST 26th STREET, NEW YORK, N. Y. 
BOSTON CHICAGO LOS ANGELES TORONTO 








po DODGE « 


“8tisneo 8 180 VARICK ST.. NEW YORK. N.Y. 








created by the «D & O” laboratories, represents a perfumer’s 















conception of the rugged charm of Scotland’s heather clad hills, 


AN IDEAL PERFUME BASE FOR USE IN 


PERFUME EXTRACTS 
FACE POWDERS 
ROUGE and LIPSTICK 
TOILET SOAPS 


supplied in suitable form for all purposes, at prices from 


$4.00 per pound up. 


LET THE “D&O” PERFUME SERVICE DEPARTMENT CO-OPERATE 
WITH YOU ON ANY NEW ODORS YOU MAY BE CONTEMPLATING. 
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J. MERO & BOYVEAU 


GRASSE,., FRANCE ESTABLISHED 1832 


| Ghe Quality ne 
' for 
(Porfumers’ Raw I latevials 





\ 
NATURAL FLOWER ABSOLUTES SURFLEURS 
Concretes and Liquids Perfume Specialties 
worked with fresh flowers 
Cassie, Jasmin, Orange Flower, Chevrefeuille, Opoponax, Giroflee, 
Lavender, Mimosa, Rose, Fougere, Lilas 230, Freesia, Neroly “S”, 
Mousse de Chene, Violette Feuilles Muguet 329, Trefle, Oeillet Rouge 
FIXODORS ESSENTIAL OILS 
m Soluble resinous extractions of our own distillation in Grasse 
from natural gums , 
Benzoin, Mousse de Chene, Clary Sage, Basil, Estragon, 
Labdanum, Opoponax, Patchouly, Cinnamon Ceylon, 
Olibanum, Styrax, Tolu Vetivert, Geranium sur Roses. 
E 
C, Prompt deliveries from the New York stocks of our American Agents 






' ] COMPANY ~— 


BRANCHES: PHILADELPHIA BOSTON CHICAGO ST. LOUIS LOS ANGELES a 
503 Arch St. 232 Milk St. 178 No. Wacker Drive 15 So. Ith St. 923 E. 3rd St. ee 
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the self-selling lipstick 


The first glance creates desire. Once the consumer sees the gleaming and lustrous 
texture . . . once she is told that it retains the same intriguing and velvet bright 
glow until the last particle is used . . . that it does not dull or "'sweat'’ with use or 
exposure . . . she will want to buy one. And soon she will be telling her friends 


about the wonderful new lipstick she has discovered. 


Our clients tell us that RADIANCE is the greatest advance in lipstick manufacture 


in a decade. When you see samples we feel certain you'll agree. Write or wire today! 


We make private brand cosmetics exclusively. We do not compete with those we serve. 


rouge compacts e creme rouge e eye shadow 
face powder e powder compacts e cosmetique 


HELFRICH LABORATORIES 


HELFRICH LABORATORIES > 564-570 WEST MONROE STREET e CHICAGO 
HELFRICH LABORATORIES OF N. Y. C., INC. @ 30-34 WEST 26th ST. @ NEW YORK 
HELFRICH LABS. OF CANADA, LTD. e@ 690 KING ST., WEST e@ TORONTO, ONTARIO 


CABLE ADDRESS: HELFLABS, NEW YORK e CHICAGO e TORONTO 


BALDWIN & BALDWIN e 819 Santee St. @ Los Angeles, Calif. 
CHARLES H. CURRY e@ 420 Market St. @ San Francisco, Calif. 
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Perhaps you remember the old-fashioned gar- 

< that little old lady cared for so tenderly back 

f- Rr. She had a patch of “Sweet Tobacco” blos- 
ee 

somingthere, that we loved to pass at sundown. 

rant! The memory lingers still. Nicotiana 

ney call it now. We used to call it Eve- 

ar or Sweet Tobacco .. . Picture, if you 

will, a swhket, powerful blend of Jasmin, Tuberose, 

Carnations, neal Roses — with just a bit of the 


pungency of Narcisse . .. We offer Nicotinia as 


a glorified replica of this fragrant American gar- 


used in all toilet goods. Samples upon request. 


en 
ee 
== 
— den favorite. We think you will like it. It can be 
-—~- 
a 


VERLEY dtowacce_ | 


ERT VERLEY, INC., D. A. Bennett, President, 1621 Carroll Ave., Chicago, IIL » Mefford Chemical Co., Los Angeles » 114 East 25th St.. New Yor 





AVIV Coie Wis 
You Selling— 
A Package Or 
me A Product? 


‘ 


ITCHIE believes this: your package should __ you raise your price to cover the extra cost of your 


help induce people to buy your product — for “permanent” package . . . then, Ritchie believes, 


its own sake. Your package should give your pro- you've created an unhealthy situation. 


duct display value... should emphasize its sales , 
poe ae f Maybe some people will buy your product to get 
features ... should capitalize at the point of sale on 


mA es , a bird bath, cigarette box, jewel case —or what 
all the advertising and merchandising behind your 


product have you—once—but where are your repeat sales? 
But — when you try to induce people to buy your How long will today’s smart consumer pay a pre- 
product for the sake of your package ... when you mium for something she probably doesn’t want 


subordinate your product to your package... when _and can’t use? 


For 71 years Ritchie has been de- 


a dt A) signing and manufacturing Pack- 


ages that Sell — for leaders in nearly 


LC Tt ay ; | all fields. Modern and progressive, 


i > j Ritchie believes that because of 
its exclusive advantages of economy, 

as = flexibility and style the set-up paper 
box will unquestionably continue to 


be the package of popular appeal. 


Set-up Paper Boxes — Fibre Cans 
W. C. RITCHIE AND COMPANY « 8845 BALTIMORE AVENUE e CHICAGO 


NEW YORK PHILADELPHIA DETROIT CINCINNATI LOS ANGELES ST. LOUIS MINNEAPOLIS FT. WAYNE 
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THE 
MALLINCKRODT 
*MAIL BAG: 


A number of the cosmetic and deodorant labora- 
tories who have examined the sample of the 
new deodorant chemical mentioned in our May 
and June ‘Mail Bag Column,” are reporting 
some very interesting results. If you have not 
examined this product and would be interested 


in having a sample, just let us know. 


M. C. W. 


As Hydrogen Peroxide freezes at low tempera- 
ture, we suggest you order your fall and winter 


supplies now before cold weather. 


M. C. W. 


“On my recent order I received Potas- 
sium Sulfite, and I wonder if this is the 
same material you have been supplying 
me under the name of Potassium Sul- 
phite.” 


The Potassium Sulfite, which we supplied on 
your recent order is of the same quality and is 
the same identical material we have been sup- 
plying under the name of Potassium Sulphite. 
In the U.S.P. XI which became official in June 
1936, the spelling of sulfur compounds was 
changed, the “'f’’ being substituted for the “ph.” 
As our stock of labels for Potassium Sulphite 
has been exhausted, we have adopted this new 
official nomenclature on our new labels. The 
new spelling will be used on all sulfur com- 
pounds—Sodium Sulfite—Aluminum  Sulfocar- 


bolate, etc. 


M. C. W. 


The new issue of the Mallinckrodt Monthly 
Chemical Price List gives latest prices on all 
Mallinckrodt Cosmetic Cornerstones. We shall 


be glad to put your name on the mailing list. 


MALLINCKRODT COSMETIC 


CHEMICAL WORKS 


ST. LOUIS NEW YORK 
CHICAGO TORONTO 
PHILADELPHIA MONTREAL 


Chemicals 
For Every Cosmetic Need 


October, 1937 


Testing Ground—The Skin 


The modern woman selects her cosmetic creams as carefully as her 
clothes. Above all, she demands quality. The product must be physically 
acceptable, smooth, of even consistency and easily applied. It must achieve 
its purpose safely. Your cream formulae should contain chemicals of the 
highest order to secure her favor. 


These qualities are assured for your cosmetic creams when Mallinckrodt 
Chemicals are “cornerstones” in their production—smoothness, fineness 
and prolonged stability. Outstanding purity guards against irritation. 
Unique fineness makes for readier emulsion and homogeneity. Reorder 
after reorder from successful cosmetic producers testify to the merit of 
Mallinckrodt Chemicals. 


Make yours the “cream of the cosmetic crop” by giving it the benefit of 
Mallinckrodt Chemicals. There is no added cost. 


CORNER STONES FOR QUALITY BUILT PRODUCTS 


Try these Mallinckrodt chemicals in your cosmetics 


ACID SALICYLIC HYDROGEN PEROXIDE 
AciD TANNIC MAGNESIUM STEARATE 
ALUMINUM CHLORIDE POTASSIUM HyDROXIDE 
AMMONIUM CARBONATE RESORCINOL 

BARIUM SULFIDE SILVER NITRATE 
BISMUTH SUBNITRATE SODIUM BENZOATE 
BoRAX ZINC STEARATE 











VANITY 


A VAILABLE in moderate quantities from standard tools, this thin-edge, single, 
loose powder vanity case has been designed to harmonize with present-day 


trends. The sample illustrated has body and cover finished in cream color enamel 
with the raised panel in sprayed silver and the incised line design silver-filled. 
Other enamel colors, metallic finishes or combinations of the two can be furnished, 
or at moderate additional cost, special stampings can be furnished to identify the 
vanity with your present line. Thin, flat and round, this particular box well 
meets the requirements of many cosmetic houses. Scovill has complete and efficient 
designing and manufacturing facilities for the production of rouge boxes, vanity 





cases, mascara and eye shadow boxes, lipstick and eyebrow pencil containers, cream 
jar closures and similar material. These design and preduction facilities have 
been of value to many a leader in the cosmetic field—they may be equally useful 
to you. A letter to any Scovill office or to the Drug and Cosmetic Division at 
Waterbury, Connecticut, outlining your requirements, will bring you complete in- 


formation. 


SCcovi LL MANUFACTURING COMPANY 


Drug and Cosmetic Container Division — 79 Mill Street. Waterbury, Conn. 
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OUR COLLAPSIBLE TUBES do more than pack- 
age product in appealing, economical units . . . they 
offer a new consumer-value in convenient, trouble- 
free use . . . which in turn creates day-by-day good- 
will and repeat demand for your products. Ask for 
samples! (We are also headquarters for metal can 
spouts used for many famous household products— 


oil, lighter and cleaning fluids, etc., etc.) 


WHITE METAL MANUFACTURING COMPANY 
1012 Grand Street, Hoboken, New Jersey 


New York Office: Telefe Oldies Detroit Office: 
F.L. Butz Charles A. Rindell, Inc. R. M. Stevenson 
393 7th Ave. 64 West Randolph St. 506 Donovan Bldg. 
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PRESENT CONDITIONS 


The lull in political excitement, the 
absence of spectacular strike agita- 
tion, and the general atmosphere of 
the country attending to business is 
refreshing and reassuring. 

After all, needs make themselves 
felt and business is to be had by those 
who go after it in a business-like way. 

To be sure, we have an undeclared 
war in violent action, and the Span- 
ish situation continues to be fraught 
with anxiety. 

Again, we have the spectre of the 
Ku Klux Klan hovering around the 
sacred portals of the highest tribunal 
in the land 

We find stocks finding lower lev- 
els, which after all may be a bless- 


-which isn’t pretty. 


ing. True values are sounder than 
inflated expectations in securities. 

But there’s always something. 

And there’s always business. 

And we are here to do our darndest 
to build our business and carry on 
in the scheme of things as they exist. 


PRICE FIXING 


To our minds, selling below cost 
is more destructive generally than 
cutting “established” prices. 

Price-fixing raises the question of 
who gets the benefits, the manufac- 
turer or the retailer. Now, who fixes 
the price? Naturally, the manufac- 
turer. And it becomes his funeral if 
his product does not sell at that price. 

Suppose it doesn’t, then both lose 
the “benefits.” So we come to a show- 
down with the buying public. They 
want it at the fixed price or they 
don’t. Maybe we should fix a lower 
price. Any manufacturer will soon 
discover what price will sell the prod” 
uct. In other words, prices will nat- 
urally seek a level which 
goods with satisfaction to manufac- 
turer and retailer. 

But selling below cost just to flaunt 


moves 
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a “bait” is stupid and uneconomic 
basically. Merchandise is worth its 
cost—or it isn’t. “Deals” load up the 
buyer—borrowing future normal or- 
ders, as it were. It is supposed to 
keep competition out as Mr. Dealer is 
loaded; but most dealers who can be 
loaded by your “deals” can be fur- 
ther loaded by the other fellow’s deal 
the day after. He then is in trouble. 
And the manufacturers who have put 
in their deals very often find it dif- 
ficult to secure further business on a 
regular basis. At least that is fre- 
quently the case. 

Yes, we know its accepted prac- 
tice and all that. But could it be that 
the “trick deal” originated by the 
manufacturers has become a_ mer- 
chandising boomerang of national 
and far-reaching destructiveness—to 
those self same manufacturers? 


HOW COSMETICS HELP 


\ group of women at a Womens’ 
Club Meeting listened to a lecture on 
the “place” cosmetics occupied or 
should occupy in a lady’s life. 

The lecturer declaimed the fact 
that creams were beneficial, helpful. 
etc. but stressed the point that more 
important, was a moderate effort by 
healthful exercise and fresh air, thus 
giving creams and other toilet prep- 
arations a chance to function and do 
the beautifying job for which they 
were intended. 

\ pplied 


used with good taste would maintain 


cosmetics consistently 
and improve one’s good looks and 
were indispensable for freshening af- 
ter strain, etc. A touch up here and 
there would improve anyone's looks. 
But the lecturer bore down on the 
fact that creams and cosmetics were 
not miracle workers; that poor cir- 
indul- 
gence, and dissipation would create 


culation, indigestion, over 


havoc which put a heavy strain on 
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In which the Publisher com- 
ments briefly on some of 
the important news events 
of the day and other things 
that interest him. 





the efficacy of any cosmetic or toilet 
preparation and retarded desired re- 
sults. 

Then, when she stressed the use of 
quality cosmetics to supplement, 
help, and assist in obtaining and 
maintaining that “fresh” complexion 

modestly adorned by the use of lip- 
stick, rouge, and other items in their 
proper places—the nods of approval 
were manifest on every side. 

It was such a common sense view- 
point that the women were won—and 
favorably so. 

It was powerful, under-statement 
selling. It went to town! 


CONSUMER ADVERTISING 


Consumer advertising costs real 
money. This industry ought to know. 
It spends for consumer advertising a 
high percentage of gross sales. 

Two results are sought. First im- 
mediate sales. 
which 


peats.” 


Second, confidence. 


would mean trustful “re- 
But a glance at much of this adver- 


tising in magazines, newspapers 
yes, and radio—leaves one with the 
impression that the first result, at 
once sales, is striven for at the ex- 
pense of the second objective, confi- 
dence. 

Exaggerated and far-fetched claims. 
coupled with the appeal so flagrantly 
made to woman’s vanity, her wish to 
accomplish wonders in improving 
her looks, make it small wonder that 
an ever increasing advertising bud- 
get is necessary to uphold sales. 

One wishes some manufacturer 
would have the nerve to try stressing 
the quality first and foremost, the 
high grade ingredients, the meticu- 
lous care in manufacture, and the 
other many confidence building mes- 
sages that could be featured. 

Once in awhile, it is done—but 
seldom as a keynote of a consistent 


campaign. 
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Acid Cosmetics 


As everybody with 
the slightest knowledge of chemistry 
knows, water is represented by the 
chemical formula H,O, which means 
that every smallest particle or mole- 
cule of water consists of a combina- 
tion between two atoms of hydrogen 
and one atom of oxygen. 

Actually, however, in the purest 
water some of the molecules are dis- 
sociated into electrically charged 
particles, namely positively charged 
particles or ions of hydrogen, and 
negatively charged particles or ions 
of hydroxyl (OH). 


is very small. 


Their number 
Expressed in terms 
of gram-ions per litre, the concen- 
tration of each sort is expressed by 


the figure 0.0000001 or 


It should be noted that the prod- 
uct of these two concentra- 
tions is represented by the figure 
ee 
0.00000000000001 or sass This is 


(Qi 
important. 

If a substance is dissolved in the 
water. it may disturb the balance be- 
tween the hydrogen ions and the hy- 
droxyl ions; but the product of their 
two concentrations. as above ex- 


. Thus. for 
Q* 


pressed will still be 
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The faet that the normal skin is slightly acid in reaction has led 
lo a demand for creams with approximately the same pH. — In 
this article H. STANLEY REDGROVE discusses the subject at 
some lenéth and gives many helpful suséestions for the manufacture 


ol “Acid Cosmetics’. 


example. if the concentration of hy- 
drogen ions was increased to 0.00001 


] 


or - . that of the hydroxyl ions 
10 

would fall to 0.000000001 or Te 
whereas. if the concentration of the 
hydrogen ions fell to 0.000000001 or 
] 
10" ul 
be increased to 0.00001 or 


. that of the hydroxyl ions would 


It follows. therefore, that it suffices 
to know the concentration of one sort 
of ion, since the concentration of the 
other is thereby determined. For 
practical purposes, the concentration 
of the hydrogen ions is selected. Ow- 
ing. however. to the unwieldy char- 
acter of the above figures, they are 
not used. Instead. the concentration 
is expressed by means of the index 
of the power of ten by which unity 
must be divided to get the concentra- 


tion. This is the same thing as the 
logarithm of the concentration with 
the sign changed. The number in 
question is called the pH value. 

Solutions which contain a higher 
concentration of hydrogen ions than 
water exhibit acidic properties, those 
which contain a lower concentration 
are alkaline. Pure water is neutral. 

In other words, the pH value of 
neutral liquids is 7, that of acid 
liquids less than 7, and that of alka- 
line liquids more than 7. 

It should be added that these fig- 
ures are approximate, though suffi- 
ciently accurate for all practical 
purposes in connection with cosmet- 
ics. Actually, temperature affects 
the product of the concentrations. At 


8° C., this product is more accu- 


|. Hence 
10% 14 
the pH of water at this temperature 


rately represented by 














































































is 7.07. This represents absolute 
neutrality. 

As is well known. acid liquids and 
alkaline ones exhibit properties 
which are, in many respects, contra- 
dictory of each other. In particular 
may be mentioned the changes in 
color which they effect on numerous 
coloring matters. The latter are 
known as “indicators.” because they 
indicate whether a substance is acid. 
alkaline or neutral. Some have been 
in use for centuries, for example, Lit- 
mus. We say a substance is acid if 
it turns blue litmus red, or alkaline 
if it turns red litmus blue. 

Litmus, however, is only a rough 
Although a 
sharp line of demarcation can be 


and ready indicator. 


drawn between acids and alkalies at 
pH 7, there are numerous degrees of 
acidity and of alkalinity which de- 
part from this. 

Other and more delicate indicators 
have been devised; and one method 
of determining the pH of a given so- 
lution consists of comparing the col- 
ors given when various indicators 
are added to it under standard con- 
ditions with a set of standard colors. 

This works very well with color- 
less, clear liquids. It is more difh- 
cult to apply to emulsions, such as 
cosmetic creams, the pH of which is 
best determined by means of electri- 
cal conductivity experiments. 


Creams and Emulsions 


Of the various 
forms taken by cosmetics, that of 
creams, perhaps, is most important. 
Creams are emulsions. Emulsions 
are made by the aid of specific sub- 
stances whose molecules are in the 
form of long chains, containing an 
oil-soluble group of atoms at one 
end, and an water-soluble group at 
the other. They are known as “emul- 
sifying agents.” In the past the emul- 
sifying agents which have found the 
greatest employment in the cosmetic 
industry are soaps. For example, in 
the preparation of cold creams by 
the usual method in which borax and 
beeswax are used in conjunction, a 
soap is formed by the interaction of 
the borax and the free cerotic acid of 
the beeswax. In solution. soaps are 
dissociate, and have pH values well 
above 7. Hence. a considerable num- 
ber of the older cosmetic creams. in- 
cluding many at present on the mar- 
ket, are alkaline. 

The skin of normal. healthy hu- 
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man beings, in virtue of the secre- 
tions. is acid at the surface. Ac- 
cording to Schade and Marchionini 
(Klin. Woch., 7, 12), the pH value 
at the surface, in the case of healthy 
persons, is usually between 3 and 5. 
The deeper layers of the skin show 
gradually increasing pH values, un- 
til neutrality (pH = 7) is reached 
in the basal cell layer. 

In general, bacteria flourish better 
in neutral or slightly alkaline media 
than they do in acid ones; and the 
acid character of the perspiration 
may be regarded as Nature's protec- 
tive against bacterial invasion. 

When we wash with soap and wa- 
ter, we destroy this natural acidity. 
Not much harm, however, is done, as 
the natural acidity is soon restored; 





la | 
THe 





providing. of course, nothing of an 
anti-acid character is applied to the 
skin which will remain in situ and 
prevent this. 

Vanishing creams contain soap, 
but are usually rather beneficial than 
otherwise, owing to their very high 
content of free stearic acid in rela- 
tion to soap. It is, however, very de- 
sirable for manufacturers who wish 
to market the best. to make certain 
that the ratio of stearic acid to soap 
is sufficiently high. Some samples 
of vanishing creams tested in the au- 
thor’s laboratory have been found to 
be decidedly alkaline. 

Face-powder may be considered 
next. Magnesium and calcium car- 
bonate are common constituents. Ow- 

(Continued on page 83) 
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“SPECIAL” 

Some fine day some member of 
the vast audience of The Blackboard 
is going to step up and write the 
true story of his experience with 
“SPECIAL.” SPECIAL means “For 
a limited time we are offering our 
regular $3.00 World Beater Cream 
for $1.50; 
Lizzie Schmaltz’s Turnip Cream dur- 
ing this limited period by purchasing 
the regular $2.50 jar for $1.00”; 
“Vacation Offer—Blurp’s Sand Pro- 
tective Cream, regularly $2.00, dur- 
ing this month $1.00.” 

And from there we go to the cute 


“Get Acquainted with 


little packages that show one cream 
mounted on another and held in 
place by ribbons, cellophane, or 
stickum, the whole to be sold at the 
price of one, 

Whither, as Mother Goose point- 
edly queried, do we wander? Where 
does this kind of merchandising get 
us? And was Tex Rickard right 
when he said “They never come 
back?” 


Understand us. these are not 


by 


DONALD 8S. 
COWLING 


rhetorical questions. They are genu- 


ine queries propounded in a spirit of 
respectful eagerness by a guy who 
would really like to know. We see 
some of these specials offered by 
houses of high standing, generally 
conceded to be managed by men of 
intelligence and sound merchandis- 
ing ability. And we see other houses 
of equal standing going serenely on 
their way, charging a dollar for a 
dollar’s worth of merchandise, and 
apparently quite oblivious to the 
lagniappe being distributed by their 
neighbors. 

Just within the four walls of our 
own office, we view with trepidation 
a practice of giving the peepul two 
dollar’s and fifty cents worth of mer- 
chandise for a dollar some of the 
time, and all of the peepul a dollar's 
worth of merchandise for a dollar 
some of the time, and—. But we've 
been wrong so many times in our life 
that we shan’t mind another correc- 
tion. Will somebody who knows 
give us the answer to “SPECIAL?” 
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Gift sets in all price brackets, are among the leading 
items now being offered for the Christmas trade. Those 
illustrated on this page are among the most attractive al- 
ready on the market: (1) Humidor shaving set from House 
of Wembdon. (2) Handsome beauty case in brown alli- 
gator finish from Primrose House. (3) Manicure set in 
smart leather case from Harriet Hubbard Ayer. (4) Bath 
shelf, consisting of bath salts, dusting powder and toilet 


water, from Seventeen, Inc. (5) Manicure set in flat leather 


case with zipper opening, from Revlon Nail Enamel Corp. 


(6) “Central Park” perfume, cologne and five white satin 


sachet pillows, compactly arranged, from Maison Jeurelle. 












Hungarian Essential Oils 












DR. ERNEST GUENTHER, Chief esearch Chemist of 
Fritzsche Brothers, Ine, New York, here begins a complete 
survey of essential oils produced in Hungary and the growth of 
the plants from which these oils are manufactured. [n his next 
installment, Dr. Guenther will study in detail oil of coriander seed. 





Ir was one of those rare nights, rich with deep impressions, which 
linger in the memory of years. The full moon sailed serenely across 
the cloudless sky and its mellow light was reflected across the wide 
expanse of Balaton Lake. After the oppressive heat of the swelter- 
ing June day, a balmy night breeze blowing softly from the dark 
forests on the mountain slopes brought refreshing delight. Gently 
it rustled through the tree tops, wafting down the sweetly mingled 


scents of pine, lavender and wild thyme. From the moonlit hilltop 









shone the white walls of the ancient monastery where Karl von 
Hapsburg, Austria-Hungary’s last Emperor, had sought refuge after 
the failure of his pathetic and ill-advised coup d’etat undertaken 
from his exile in Switzerland. 

The last hotel guest had left and our little group of chemists and 
biologists, mostly from the governmental research station of Tihany, 


remained alone on the hotel terrace. And as though Nature’s 




















beauty would not suffice to incite an enchanted imagination, the 
strong Tokay wine made the blood run faster and the senses forget 
reality. Under cover of a few dark trees a gypsy band played 
Hungarian folk songs in those lamenting, rejoicing, crying and 
laughing cadences which, though heedless of rigid Western con- 
ception of rhythm, melody and harmony, deeply arouse primeval 
and long-forgotten emotions; a strange and alluring pattern of 
tunes dating back to the dawn of history when our nomad ancestors 
roamed across limitless Asiatic plains—ancient melodies, sensual 
and voluptuous; a shepherd lamenting his lost sweetheart; the 
caressing lullaby of a young gypsy mother; the trampling of wild 
horses galloping across wide expanses; the fiery Czardas dances. 
No other music expresses so intensely the human passion of despair 
and joy; nothing could better portray the Hungarian soul. “Crying, 
the Magyar enjoys his life,” goes an old Hungarian saying and this 


is true even in these days of Hungary’s national defeat. 





For, since 1914, Hungary has had to pass through intense suffer- 
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ing. From a once powerful. wealthy and happy nation, 
it has been reduced to an almost insignificant state. 
Two-thirds of Hungary's former territory were annexed 
by the neighboring countries which had allied against 
\ustria-Hungary under the flag of self-determination of 
the people. ‘No good Magyar can ever forget the peace 
treaty of Trianon which rendered his beautiful. proud. 
vay capital a head without a body. Surrounded by 
hostile custom frontiers, present day Hungary can hard- 
ly develop and for sustenance must rely upon itself and 
all its ingenuity. Because of exchange difficulties, im- 
ports are restricted to a minimum: many a vital product 
cannot be purchased from abroad and has to be pro- 
duced within its own boundaries. On the other hand. 
exports must be stimulated and new exports created 
to compensate for the exportable wealth lost with the 
severed provinces. It is for this reason primarily that 
during the last few years considerable effort has been 
devoted to developing an independent Hungarian es- 
sential oil industry. This development has been favored 
by suitable climatic conditions, excellent soil and low 
labor cost: it has been handicapped by the economic 
depression of 1929 and is still retarded by lack of capital. 

The origin and the growth of this young industry has 
been closely associated with the Hungarian drug and 
medicinal plant industry which had come into prom- 
inence even before the war. Great efforts were made dur- 
ing and after the war to make Hungary independent in 
regard to all those pharmaceutical plants which could be 
erown under existing climatic and soil conditions. In 
fact. the war cut Hungary entirely off from any foreign 
supply and a corresponding industry had to be created 
at home. As far back as 1880 and 1870, Hungary sup- 
plied Europe with dried chamomile flowers, linden blos- 
soms and juniper berries and the names of the Pharma- 
cist. Koritsanszky, the Reverend Agnelli and Dr. Pater 
in Klausenberg were closely associated with this early 
development. The year 1915 brought the new industry 
a great step forward with the founding of the Royal Drug 
Experimental Station in Budapest which fostered the 
growing, throughout the country, of ricinus, opium and 
caraway. As a result of the intelligent work of this gov- 
ernment agency, quite a few other plants like belladonna, 
hvoscyamus, malva, althaea, tilia, sambacus, marrabi- 
um, equisetum, urtica, cantharis and datura stramonium 
were collected and exported on a considerable scale. The 
growing of still other plants was systematically experi- 
mented with and, today, many of them are exported in 
large quantities. Of these we mention only dill, cori- 
ander, fennel, angelica, marjoram, pyrethrum, crocus, 


sinapis alba and nigra and mentha piperita. 
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The Royal Hungarian Drug Experimental Station in 
Budapest is at present under the very able direction of 
Professor Dr. Bela Augustin who, in untiring efforts and 
through many publications and pamphlets, has contrib- 
uted so much toward popularizing this new industry. 
The Experimental Station is indeed a very unique insti- 
tute. well equipped for this ty pe of work and staffed by 
a number of botanists, chemists and horticulturists. The 
function of the station consists primarily in licensing 
drug collectors and exporters, regulating drug prices, 
controlling every exportable lot of medicinal plants and 
also advising growers as to proper cultivating, fertiliz- 
ing. harvesting, fighting of insect pests, etc. The most 
suitable varieties are developed by scientific plant selec- 
tion and, through lectures and courses, an ever increas- 
ing number of peasants is being interested and trained in 
this new work. Soil and seeds are analyzed and every 
conceivable help is given in order to avoid any disap- 
pointment on the part of the farmers. 

As was to be expected, the development of the Hun- 
garian drug and medicinal plant industry stimulated 
interest in the corresponding essential oils. Before the 
war, essential oils were produced in Hungary only on a 
very small scale. Between 1908 and 1914 the Pharmacist, 
Rudolf Laib, made the first distilling experiments in Bés 
(Komitat Pozsony, on the Danubian Island of Csallékéz 
which now belongs to Czechoslovakia). About 1910, 
Dr. Karl Irk started his investigations of Hungarian es- 
sential oils. For details of this work we refer to the 
annual reports of Schimmel & Company covering that 
period. The establishment of the Royal Hungarian Drug 
Experimental Station in 1915 greatly benefited the devel- 
opment of the young Hungarian essential oil industry. 
Between 1919 and 1924 there already existed in Hungary 
four essential oil distilleries; oil bearing plants were 
erown on a surface of about 1500 hectares. The eco- 
nomic crisis of 1929 affected this infant industry to such 
an extent that all factories, with the exception of one, 
had to close down. 

Much credit must be given to Dr. Jules de Bittera of 
Budapest who, despite many difficulties and disappoint- 
ments, has been an untiring and leading pioneer in the 
production of Hungarian essential oils. It is due to his 
ceaseless and intelligent efforts that some oils already 
are being produced and exported on a commercial basis 

oil of coriander, dill seed and dill herb, for instance. 
while oil of lavender, chamomile, juniper berries and 
clary sage have passed the experimental stage and are 
gradually moving into production. Others like lovage. 
angelica, parsley weed and seed, hyssop, estragon, etc., 
are still being experimented with. 


It was with the view of surveying this young Hungarian 
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Above: Picturesque windmills are 
seen on the plains, where suit- 
able climatic conditions have  fa- 
vored the cultivation of _ plants. 


Upper Right: The Hungarian herds- 
man is seen riding on horseback 
across the land in a native costume 
which is exceedingly gay and colorful. 


Lower Right: This is a_ popular 
artificial wave thermal pool for 
aquatic sports in Budapest, which 
has a real country club atmosphere. 


essential oil industry and obtaining 
an unbiased picture of its possibili- 
ties that the writer during the sum- 
mer harvest of 1936 visited Budapest 
and subsequently the Hungarian pro- 
ducing regions. The result of this 
first hand study will be described in 
the next and succeeding articles. 
Since space will not permit an ex- 
haustive account of all details, we 
shall have to content ourselves with 
the more important features only. 
(To be continued) 
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NE W PAChAGE S 


MARY LEE GOODMAN 


a KSPECIAL RECOGNITION 


The value of museum pieces as a source of in- 
spiration for the creation of toiletry packages 
is again demonstrated by the “Early Ameri- 
can” line of preparations offered by Shulton 
Inc. The oblong box, covered with real 
veneer wood, was designed from an early 
Pennsylvania Dutch bride’s chest, and the 
floral sprays were taken from the Caswell 
Carpet. It contains three cakes of soap 
scented with a delightfully spicy fragrance. 
The round container, which follows the same 
design, contains dusting powder and a large 


body puff. 


1... INA DE CRIS: Here is the complete 
line of preparations offered by this company. 
Beige and brown is the color scheme, and 
embossed cellophane labels are used. Black 
and white labels pasted on the bottom of the 
jars give directions for use. 


2.. LENTHERIC: “Anticipation” is an ex- 
citing new perfume just introduced by this 
house. It is attractively packaged in a sim- 
ple flacon with graceful lines, and the only 
decoration is a chaste gold clasp. A match- 
ing clasp is also used on the box, which is 
kid-skin covered, and lined with satin. This 
perfume is offered in two sizes. 


2» .. HUMPHREY READ: This is a smart 
new perfume presentation especially prepared 
for the Christmas trade. The base of the box 
is draped with beige silk, and the inside 
cover is lined with gold paper. The outside 
cover is of gray suede with a gold band 
in the center, running from front to back. 


4..HARRIET HUBBARD AYER: This 
company has repackaged its toilet water, eau 
de cologne, and perfume in three charming 
new containers. The bottles have fluted sides, 
which create a graceful effect, and yet are 
all distinctively different. All have gold labels 
printed in black, and are enclosed in light 
pink boxes with gold bands. 
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&..HUDNUT: The name “R.S.V.P.” for 
this perfume was selected to indicate the 
“come hither” properties of the odor, which 
is a pleasing heady fragrance. The package 
also carries out the spirit of the name, the 
box cover simulating an envelope, which fits 
over the base holding the bottle. 


@..PARFUME du-BE: Colored molded 
Durez shells, each color indicating a different 
perfume odor, cover oval glass vials, and cre- 
ate a new and unusual perfume package. 
The base and cap are also of plastic material, 
and the labels are of transparent cellulose 
with embossed lettering. Photo by General 
Plastics, Inc. 


7..THEON: A novel molded cap is used 
on these tubes for nail white. The specially 
constructed blade is used first as a_ nail 
cleaner and then the tip is used to spread 
the cream evenly under the nail. Complete 
directions on the back of the tube tell how 
this cap may be utilized to advantage. Tubes 
by Bonn-Penn Tube Co. 


8.. DAGGETT & RAMSDELL: We are 
pleased to welcome the first perfume creation 
from this house, and they may well be proud 
of it. Although simply packaged, it makes 
a striking appearance, and the label is par- 
ticularly effective in tieing in the name. The 
container is all white, with narrow copper 
stripings, and the base is lined with peach 


satin. The outer wrapping is of glossy cop- 
per paper, sealed with a striped band. 


9..PETRIN: This is a new perfume called 
“Sables and Pearls” to describe the glamour 
of the odor. It is simply packaged in a tall 
square bottle with glass stopper, and black 
and white label, and is enclosed in a white 
bex with black edge. This package is avail- 
able in three sizes. 
















» nn : . P 
( ONTINUING our discussion 
on the subject of packaging stock bottles: (read- 


ers particularly interested can turn back to the 





September issue for the first section: there will be 
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Two distinctive perfume bottles about 100 years old, 
from the personal collection of Ruth Hooper Larisson. 






no repetition of any of the material already 






covered. ) 





Bottles No. 15, 16, 17, and 18, are four entirely 





different interpretations of ovals. The rich curves 





on bottle No. 15 suggest a die cut transparent 





label perhaps of stylized petals with space left for 





product and company names. The label in sketch 





No. 15 is placed off center, coming over the curved 





center panel and into a curved side panel. Placing 





a transparent or decalcomania label over this wide 





fluting is not the problem it would be if the label 





were made of stiff or heavy paper. 





Bottle No. 16 suggests a fan shaped label with 





the top curve following the are of the raised de- 





sign on the bottle. This makes it a “dressy” look- 






Article and Sketches Copyright, 1937, by Ruth Hooper 
10 Larisson. 








... dS We were saying 


RUTH HOOPER LARISSON, Cosmetic Consultant and Pack- 


ave Designer, continues her discussion on packaging stock bottles. 









ing package, one which could be used for an in- 


expensive perfume or any of the perfume type of 
products which are so popular at present. Bottle 
No. 17 is a more or less classic oval and looks 
well with a variety of labels; round, oblong, strip 
around, etc. However I have selected for a change 
an off center triangular label with an arc for the 
longest side. The correct placing of such a label 
is very important. In bottle No. 18 there is em- 
phasis on utility. The neck ring is so prominent 
that a neck label is indicated, and the main label 
should be extremely simple with nothing “fancy” 
about it. A plain oblong label reaching from 
side to side of the knurling design of the bottle 
would be good, or a narrow, panel label placed 


as in sketch No. 18. 


tonics, inexpensive lotions for hand or face or 


This bottle suggests hair 


shampoo. In fact, I think it would be especially 
suitable for shampoo because the knurling gives 
wet fingers purchase on the sides of the bottle. 

Now we come to the gayer perfume bottles in 
photographs 19 to 29 inclusive. The first five are 
large, very new and very charming. Just compare 
them with photograph opposite, a pair of American 
hob nail bottles about seventy-five to a hundred 
vears old from my personal collection. See how 
well these modern adaptations have been devel- 
oped from early designs. Without merely dupli- 
cating the older styles in bottles this company 
has interpreted them with a nice feeling of under- 
standing. Here is the solution for the perfume 
type of products which do not demand private 
molds. Very likely this year will mark a new high 
in the volume of business in this field. In addi- 
tion to the private mold perfume bottles there is 
always, but today especially, a wide area of con- 
sumer receptivity for less expensive products of 
less important brands in such bottles. Sold in 
sets, pairs, or in combination with other products 
these will make lovely gift items for the holiday 
trade. So many perfume type products come on 


the market just for the holiday season that there 
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has always been a dearth of good stock 
bottles to take care of them. These 
have excellent reuse possibilities on 
the dressing table and will be bought 
by the public for their eye appeal as 
much as for the products in them. If 
they were offered in sets, empty, they 
would still enjoy a nice business. 
They are so decorative in themselves 
that very little further packaging is 
necessary. However, boxes are indi- 
cated if the retail price is to be in 
the upper brackets of popular appeal. 
This is equally true of the rest of the 
perfume bottles which are much 
smaller in size. Flat or set up boxes, 
telescope boxes, etc. are all suitable. 
Let down fronts would add to their 
display features. Since the large bot- 
tles are particularly well balanced 
and not dependent upon a box base 
to stand securely you can think of 
the box mainly as a carrier since 
most women will discard the outer 
package. On the other hand, if you 
want to spend a bit more money on 
your finished package try using a 
metal or plastic box with other reuse 
possibilities and don’t hesitate to get 
this idea over to the public along 
with the sale of each package. Re- 
member women always have plenty 
of use for attractive boxes if the man- 
ufacturer’s name isn’t too blatantly 
publicized all over them. 

Bottle No. 19 might have a label 
just fitting the upper panel with the 
name of the product and company 
and whatever else is essential set 
solid in small sans serif type, not 
spaced out as is usual. Then the 
42 





thick lines set in two columns below 
the type would give a nice effect as 
in sketch No. 19 and the label alone 
shown in 19A. Bottle No. 20 needs 
only a neck label, gold perhaps with 
a tassel attached. Or, it would be 
amusing to give this an oriental flav- 
or by using a lacquer red and gold 
neck label and attaching a metal 
Chinese coin (you know the kind) to 
a red cord instead of the tassel. Bot- 
tle No. 21 has a narrow panel down 
each side which you can just barely 
see in the photograph. Since the 
panels are so narrow the labels 
should be printed like neck labels, 
but placed on vertically and the bot- 
tle turned sidewise to read them. A 
neck label could also be used if de- 
sired. Bottle No. 22 is another style 
which calls for only a neck label but 
if further decoration or identification 
is desired use a hanging medallion 
label or, again, a metal coin about 
the size of a quarter, such as are giv- 
en away as souvenirs. This could 
carry the name of product and com- 
pany as well as a bit of copy. Or, 
call it a good luck coin to carry in 
the purse. Still another way of util- 
izing the fashionable glitter of a gold 
looking coin, turn it into a lucky 
zodiacal charm using twelve different 
designs, each one for a sign of the 
zodiac and in the package enclose the 
sunsign horoscope for that period of 
birth. People seem to be getting 
more rather than less interested in 
such things these days and it would 
have a ready acceptance. (But please 
don’t try to “create” twelve different 


perfumes suitable for the twelve signs 
without some genuine and authentic 
information for its never been done 
right yet!) 

Bottle No. 23 has really no place 
on it for a regular label but you 
could use a narrow transparent gold 
ribbon or even a satin ribbon and tie 
it in a perky bow. Repeat this tying 
and bow every other indentation and 
from the last one suspend the two 
labels as in sketch No. 23. 

Bottle No. 24 is a delightfully 
shaped affair which could be used 
either for perfume or any other per- 
fumed product for it is decidedly in 
the upper class brackets of packag- 
ing. I have a strong feeling for a 
transparent label covering the en- 
tire inner panel and decorated to look 
like a piece of authentic fine lace 
leaving just space enough for the 
name of product and company. The 
printing of the lace could be in cream 
or gold or even black and the letter- 
ing in a harmonizing shade but not 
so strong that it would overpower the 
delicate tracery of the lace. 

Bottles 25 and 27 make me long 
for my childhood doll house. with its 
diminutive walnut and cane dressing 
table so I could put them where they 
belong! The little pinch bottle with 
its perky red cap would be excellent 
for a sampling bottle or in groups of 
three or five as introductions to an 
entire series of perfumes. The same 
is equally true of No. 27 although 
this is so good that it could be used 
for a variety of other things as well. 

(Continued on page 93) 
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A NEW DRUG BILL PROVISION 


The latest draft of the proposed revision of the 
Pure Food and Drugs Act would bring all cos- 
metie materials within the definition of "cos- 
metics”. This would bring net only basic ma- 
terials such as fixed oils, waxes and other bases, 
but also the vast range of essential oils and 
aromatic chemicals under stringent control. 
it is an excellent provision but one which 
should have the serious attention of the trade 
with a view to determining what its effects 
will be on methods of doing business. 


WueEn Congress adjourned the proposed Food and 
Drug Legislation was still pending in House Committee. 
There work was progressing toward a new bill which 
would combine the best features of the measures intro- 
duced into the House and the Copeland Bill which had 
already passed the Senate. The Committee finally com- 
pleted draft of a new bill and this has been made pub- 
lic. It is in many resepcets a better bill than any of those 
which had been under consideration, but it also contains 
many faults which will receive the attention of the af- 
fected industries in due course. 

One extremely important new provision appears for 
the first time in this draft. In all other bills the defini- 
tion of the term “cosmetic” covered only finished cos- 
metics to be applied to the person. There were no pro- 
visions and no language which would bring cosmetic raw 
materials within the scope of the definition. The new 
proposal does contain definite language making the bill 
and all of its cosmetic provisions applicable to any and 
all raw materials which enter their manufacture. This 
includes, not only basic materials such as fixed oils, and 
chemicals, but also essential oils and aromatic chemicals 
as well as compounds sold for use in the manufacture 
of cosmetics. 

The essential oil industry and other suppliers of cos- 
metic raw materials have not been too greatly interested 
in proposals for a law which would include cosmetics. 
In few instances have they believed that it would inter- 
fere materially with their businesses or their methods. 
Under the new provision they will have to be very vitally 
concerned with the question. 

Practically all of the essential oil houses are familiar 
with the flavoring extract business and the tremendous 
labeling difficulties which this group has faced in de- 
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scribing its products so that the manufacturer might not 
run foul of the Food and Drugs Act. They can, accord- 
ingly, appreciate what strict enforcement of similar regu- 
lations regarding labels and advertising would mean in 
the essential oil industry where the designation and label- 
ing of goods have been extremely loose in the past. 

We believe that the new proposal will be of very defi- 
nite benefit to the cosmetic industry in that it will insure 
more careful and more accurate labeling and description 
of the oils and compounds which the perfumer must pur- 
chase. We believe that it will be of very great benefit to 
the essential oil trade as well once they have become 
accustomed to this type of regulation. That it will over- 
turn many old customs and more or less fixed methods 
of doing business is, however, certain. 

For this reason, we suggest that the affected industries 
and especially that section of them which sells perfume 
materials and essential oils, study the new proposal with 
considerable care and decide, co-operatively if possible, 
what should be done with respect to the new bill. If 
change or amendment of its provisions or even straight 
opposition to the new provision seems advisable, now is 
the time to organize for joint action. It will be too late 
if the trade waits until the bill is actually being consid- 


ered on the floor of either house of Congress. 


WHAT SORT OF ADVERTISING? 


Samples of the industry's advertising were 
submitted to a group of representative women 
with the idea of an informal check of their 
persuasive qualities. The reactions to them 
brought out a point far more important. Only 
one third were passed as being strictly in 
accord with the merits of their respective 
products. Some were adjudged as absolutely 
unbelievable! This is a situation which manu- 
facturers may correct by using the facilities 
of the Board of Standards. It must be corrected 
if the industry is to continue to progress. 


* 
“ 


» 
Some months ago, Harford Powel, writing in this 


magazine under the engaging caption “- 


—and God Slew 
\nanias!”, commented very pungently upon the adver- 
tising of the cosmetic industry. With quite another pur- 
pose in view, a recent informal and more or less casual 
test has shown that not much has been done to correct 
this condition since his article appeared. A group of 30 
good sized advertisements, taken from leading women’s 
publications, was submitted to a representative group of 
women with the request that they comment on their per- 
suasiveness. In other words, would these advertisements 
lead women to buy the advertised products? 

Four of the advertisements consisted merely of picture 
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and name without any argumentative copy. The others 
contained copy of various lengths and upon various 
themes. Excluding the four in which no copy was used. 
sixteen of the remaining twenty-six were promptly classi- 
fied as exaggerated. or misleading, or lies. and two as 
utterly unbelievable. Ten were given a clean bill of 
health as regards truthfulness and straightforwardness of 
their claims. The original question was wholly sub- 
merged in the unfavorable reaction to the statements 
which the manufacturers were making about their prod- 
ucts. 

These women were not much impressed even with the 
mildly exaggerated copy which they found in four of the 
advertisements. They were repelled by the misleading 
character of five of them. They characterized six as down- 
right lies! Yet all of the advertisements appeared in 
leading magazines and for all of them considerable 
money was spent in cost of space, art work. photography, 
copy and the like. 

In the issue of Advertising & Selling of September 23, 
there appeared an editorial which spoke in no uncertain 


fashion of the claims of vitamin content in recent cos- 


and the advertising agent. Undoubtedly, its editorial was 
intended to warn the advertising profession against the 
ever present temptation to produce. “strong” copy. 

The lesson to the cosmetic manufacturer, however, 
both from the reaction of women and the statements of a 
professional advertising magazine, is obvious. It is that 
advertising copy must be keyed to a note not too far 
from the actual merits of the product. Unless that is 
done, the faith of women in cosmetic advertising will be 
so seriously impaired that the effect upon the industry 
will be surprising. There is no place for the “utterly 
unbelievable” advertisement and not too much excuse for 
more than mild exaggeration. 

The cosmetic industry. fortunately, has in its own 
Board of Standards a ready made copy testing service 
which it should use in an effort to clean up this deplor- 
able condition. The Board should be literally flooded 
with advertising copy for its consideration and recom- 
mendation. Manufacturers who are interested in the sta- 
bility of their sales and their businesses cannot afford to 
ignore this service. They cannot afford to continue this 
bad advertising and have no excuse to offer since they 


have themselves created an efficient instrument for cor- 


metic advertising. That publication is not a “reform 


magazine’. 


It is designed for the advertising executive 


recting it. 


REVIEWS OF TECHNICAL BOOKS 


ESSENTIALS OF COSMETOLOGY. By 
H. O. Bames, M.D. Foreword by 
Sven Lokrantz, M.D. 98 pages. Los 
Angeles, Calif., 1936. Price. $1.50. 
This little volume represents an out- 
line of several series of lectures, given 
by the author to classes in cosmet- 
ology in the public schools of Cali- 
fornia as a special appointee of the 
State Department of Education. It 
gives a good summary of the various 
kinds of knowledge required for an 
understanding of the composite sub- 
ject of modern cosmetology. and is 
obviously intended as a guide for an 
expanded teaching presentation. 

In ten chapters. it covers General 
\natomy as applicable to Cosmetol- 
ogy: Structure and Physiology of the 
Skin, Nails. and Hair; Sanitation and 
Bacteriology: Blemishes and Diseases 
of the Skin; Influence of Foods, and 
of various substances applied to the 
skin: use of electricity in beauty cul- 
ture; regulation of body weight and 
figure; and miscellaneous to pics. 
such as plastic surgery. face peeling. 
gland rejuvenation, etc. 

It would be difficult for anyone to 
be absolutely expert on all these va- 
ried subjects. The presentation, there- 
fore, is decidedly synoptic in spots. 
with questionable expressions of 
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opinion here and there. and a few 
errors of fact. Most of the latter re- 
late to the composition and effects of 
cosmetics. and definitions in elec- 
tricity. 

The book is dedicated to Dr. Lo- 
krantz. Director of Health of the Los 
Angeles Public Schools. who. in his 
foreword. commends the author for 
the help he has given both teachers 
and students of cosmetology through 
his sympathetic understanding of their 
problems and by supplying the medi- 
cal information required for so much 
of their classwork. It could hardly 
be used as a textbook of cosmetology 
itself. but as a_ brief exposition of 
what this new branch of formal edu- 
cation is all about it could serve well 
as an introduction for physicians and 
others interested in promoting the 
cause of health education. 

FLORENCE E. WALL 


REAGENT CHEMICALS & STAND- 
ARDS, by Joseph Rosin. 6 x 9 inches. 
Cloth covered. 522 pages. 1937. D. 
Van Nostrand & Co.. New York City. 
Price $6.00. 

Standards as well as methods of an- 


alysis described by the author are 


for the most part those developed at 
the laboratories of Merck & Co.. 


where the author is chief chemist. 


Included in this work, are a num- 
ber of organic chemicals known and 
used for sometime, but heretofore 
never standardized. The author 
stresses the analytical side of reagent 
lesting. saying in part that “an assay, 
or quantitative determination of ac- 
tive constituents, is one of the most 
effective means for checking the qual- 
itv of a chemical.” 

Explanatory notes, reagent solu- 
tions, test solutions, as well as meth- 
ods of making standard solutions are 
described. The monograph on each 
chemical gives the name, chemical 
formula, molecular weight, descrip- 
tion. physical and chemical proper- 
ties, maximum impurities and meth- 
ods of determining the same, and in 
more than 70% of the monographs 
an assay is given. 

While the present work includes 
only a small portion of chemicals of 
interest to the toilet goods industry. 
it is hoped that future editions will 
expand the material considered. 

Dr. Rosin is indeed well qualified 
to write such a book, and his meth- 
ods simplify assay work. 

The book is a complete and ready 
reference and should be in the li- 
brary of every chemist doing control 
work of any kind. Where contrel 
work is not being carried on, this 
book will find many uses as a refer- 
ence book on many chemicals. 

. M. G. DE NAVARRE. 
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Shelf Appeal, one of our London contemporaries, recently sponsored a British 


Packaging Show in which many cosmetic items made a very prominent showing. 


The gold award for the most outstanding packaging and merchandising achieve- 


ment of the year, and the silver award for family range of packages for a new 


product, were presented to Fontaine (Perfumes) Ltd., whose products are shown. 


hy MAISON G. deNAVARRE 


@ COSMETIC CONTROL One 
large manufacturer told me that the 
control of cosmetics, from raw ma- 
terial to finished product was a 
luxury. I wonder what his words 
will sound like in five years. Just 
remember one thing Mr. Cosmetic 
Manufacturer. you will be control- 
ling your product this way sooner or 
later. The sooner you include this 
in vour costs, the easier it will be 
later. The sooner you realize this. 
the more money you will be ahead. 
Because I know of some of the boners 
pulled by pretty large houses. One 
boner alone. would pay for the cost 
of a year’s such control work. And 
as for the finished product, too often 
do we see such things as color varia- 
tions in creams, lotions and powders, 
as well as variation in cream con- 
sistency. Imagine a manufacturer's 
surprise if the F. D. A. should tell 
him that his suntan oil contains no 
filtering agent. or that his antiseptic 
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cream was made without antiseptic. 
Of course the boy might have for- 
gotten to put it in! But it is your re- 
sponsibility to the consumer to know 
that these ingredients are in, in spite 
of the boy's forgetfulness. 


@ TRIETHANOLAMINE SOAPS 
When Professor Fiero discussed the 
surface tension, pH, foam producing 
properties and emulsifying power of 
triethanolamine soaps of lauric, my- 
ristic, palmitic, stearic and olei¢ 
acids at the recent A. Ph. A. Conven- 
tion. he really did something worth- 
while. And the only way you can 
get this information—which is worth 
a lotta rubles—is through the Jour- 
nal of the A. Ph. A. which will carry 
this article later. Why not join the 
cosmetic section that this writer is 
trying to organize. It costs $5.00 
per year for membership, and you 
And that won't 
be the only article that you will find 


get the journal free. 


so valuable either. For during the 
course of the year. many scientifi 
cosmetic articles are published. along 
with abstracts of all the worthwhile 
cosmetic and perfumery articles in 
journals of all languages. Just write 
me at The American Perfumer. V1 
send you the dope. 


@ ADVERTISING WORDS The in- 
teresting Dr. Cullen recently gave the 
following words as being sticklers in 
the eve of the F.T.C.: “overcome dan- 
druff. cure dandruff, doctors recom- 
mend, dentists recommend, new dis- 
quickest quickest 
acting, whiten teeth, stop, end, rid, 


covery. results, 
conquer, overcome. banish, correct. 
You might 
remember these when writing labels 
or advertising. tells us the prolific 
magazine Standard Remedies. 


deep penetration, etc.” 


@ CLEANSING CREAM The day 
of the liquefying cleansing cream, 
made by melting together certain oils 
and waxes. is coming closer and 
closer to its end. This is not a pre- 
diction, it is a fact. Most skins are 
actually better cleansed with an 
straight oil. 
reasons for it. 
Skin dirt is composed of fats. dirt 
particles and soluble salt 
Salt residues are best re- 


emulsion than with 
There are several 


water 
residues. 
moved with water. Fat residues are 


more easily emulsified than dis- 


solved. Dirt particles get double ac- 
tion from oil and water. Surface ac- 
tive soap (formed from borax and 
beeswax) plays an important role 
too. Think it over and check up 
on sales charts. Anybody can make 
a liquefying cream. but an emulsion 
is a work of science and art together. 
It offers a chance for individuality. 


while the former doesn’t. 


@ SKIN PREPARATION David 
I. Macht finds that a series of fixed 
fats and oils used as vehicles for con- 
veying powerful drugs into the skin. 
penetrate poorly indeed. However. 
nearly all the volatile oils used pene- 
trated the skin of various animals 
very easily. Certain isolates from es- 
sential oils were found to penetrate 
readily too. This information comes 
from an abstract of a paper delivered 


by Macht at the A. Ph. A. Conven- 


tion. 





by E. LEONARD KOPPEL Here are (wo pages siven over to original designs developed by Mr. Koppel of The 


Perfumer staff. These designs are available to interested manufacturers. For particulars address The Editor. 





1. FAMILY GROUP. When 
planning a family group of 
preparations, it is custom— 
ary to place two or three 
items on the market, and 
then after testing consumer 
reaction, to add new prod-— 
ucts from time to time. 

For production reasons, the 
labels are prepared origi- 
nally for the entire line, 
and then imprinted as the 
number of products in- 
creases. For this reason 
the label sometimes has 
that syndicated look. But 
this is not necessary, for 
on the opposite page we 
have constructed a family 
group, designed so that its 
imprinting blends into the 
Original motif. This has 
been accomplished by not 
making the line of imprint 
an independent unit. 


2. SUNTAN products, via 
bottle, jar and tube. A 
Smart perfumer will put his 
Sports odor in a package 
designed to look in place 
in a hunting lodge, or ona 
locker shelf. Upon this 
Same theory we have de-— 
Signed this suntan group, 
and as we connect suntan 


preparations with the great 
outdoors, we have given 
these packages a decidedly 
Indian spirit. 


3. OPAL JAR. Here isa 
unit that will hold two 
creams. Its partition has 
been designed as an inner 
circle, in order to elimin— 
ate corner angles where 
cream*can become lodged. 





STYLE TKENUS 


in taking mental stock of the 
manutacturers who are sponsoring 
direct tie-ups with the season’s fash- 
ions, of which we have already spok- 
en, several of them come readily to 
mind because they are among the first 
to do so. 

The foremost couturier in America. 
Germaine Monteil. having launched 
a line of costumes for both day-time 
and evening that is outstanding, has 
been canny enough to put forth in 
her cosmetics a brand-new departure 
in these, which is the first corrobora- 
tion of our prediction that subdued 
make-up for day-time would be right 
out in front for women’s clothes this 
season. 

She calls it “Porcelain complex- 
ion,” and the name itself implies deli- 
cacy and fragility. Brilliant red, red 
paste rouge, with softening rust dry 
rouge, as an instance, with a whole 
galaxy of powder shades that range 
from natural skin tints to pale orchid. 
The effect of these various combina- 
tions is indescribably feminine and 
charming and lovely, besides being 
a perfect accompaniment to the ro- 
mantic costumes that will hold sway 


Here is a novelty perfume set by The Stuart Products 
Co., St. Paul, reflecting the Mexican influence. The 
perfumes have Mexican names, and the vials are 
The container is also 
Who will be the 
next manufacturer to capitalise on this trend? 


dressed up like Mexican dolls. 
harmoniously illustrated in color. 
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this season, many of which Ger- 
Monteil herself has de- 
Some of the 


fabrics with which she has cre- 


maine 
signed. beautiful 
ated her costumes are confined to 


her by the fabric houses from 


whom she imports them. 


‘Rose-petal pink and white com- 
plexions” can now be achieved 
by the deft application of these 
rouges and powders designed to 
produce this result — provided 
the skin is clean, healthy and 


“Ash 


smoothed on. 


elastic—and “Blush” or 


Rose” delicately 
over a red, red paste rouge, topped 
by a subtly tinted powder of the 
shade that best harmonizes with the 
skin tone prepared, produces by the 
Beauty Balm a translucent, natural 
effect that must be tried and seen to 
be fully appreciated. When a cou- 
turier as successful as Germaine Mon- 
teil does this, it is sufficient proof 
that she realizes style trends in cos- 
metics as well as in clothes. 
Discriminating women learn to ap- 
ply make-up so ingeniously that it is 
practically imperceptible. How many 
manufacturers realize this, and are 
One of 
Barbara Gould. 
“Currant Rose” 


doing something about it? 
whom we know is 
whose new shade is 
completely satisfying in this respect. 
The new shade comes in paste and 
dry rouge, powder, lip-stick and nail- 
polish. So far as we know. there is 
no more delectable, natural, moder- 
ately-priced range in one color car- 
thru the than this 
one. There is even a “Complexion 


ried clear line. 


Dressing.” an excellent liquid pow- 
der, which, when applied over rouge. 
followed by the powder, leaves the 
skin so natural looking that any of 
the new day-time costumes will be 
becoming. 

As we have already mentioned. 
English houses have always used 
this method of applying impercepti- 
ble make-up. What you hear about 
“English complexions,” what, indeed. 
Yardley has used as an advertising 
theme for years, is simply the proper 
cleasing and lubricating of the skin. 
followed by delicate tinting, instead 
of blatant coloring. Cyclax, an Eng- 
lish firm, has successfully used this 
method of turning out conservative 
English women 


-including royal 


nae 


r 
Codmae 19 


family members—for some forty-five 


years, and is making pretty good 
(America with the 


same procedure. Since we are wear- 


headway here in 
ing English tweeds and other fabrics: 
adapting Creed’s tailored lines for 
our suits; are interested consistently 
in English politics, sports and point 
of view, American manufacturers are 
beginning to be alert to what it will 
their 
hay while the sun is shining.” 


mean to businesses to “‘make 


“Opulence” describes the evening 
Firms like Re- 


villion Freres. who have launched a 


scene In one word. 


luxurious line of perfumes, will do 
well this year. Between the definite 
furs, and thei 
beautifully and elegantly packaged 
perfumes. they can scarcely fail to 


trend toward fine 


make a real profit. The odors them- 
ranging from the delicate 
*Amou-Daria” and “Egoiste” to the 

“Latitude 50” and 
are sufficiently versatile 


selves 


sophisticated 
*Tornado”™ 
to appeal to luxury-loving women. 
Shortly there will be a new, fresh. 
deeply provocative perfume added to 
the line. 

In keeping with the fur and jewel- 
studded evening scene, Lentheric have 
put out a new and high-priced ex- 
called “Anticipa- 
which will supplement their 


clusive perfume 
tion,” 
popular line, and is the best name 
they have given a perfume since 
“Tweed” was launched. Because wo- 
men always find living-flower per- 
fumes delightful, and wear them as 
a welcome change from the more ex- 
otic ones, Faitoute florals continue to 
find a place on Milady’s dressing- 
table. 

There has been some doubt in the 


trade about the hats that would be 
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worn with dinner-suits. Designers’ 
opinions seemed to be that they 
would be toques probably with se- 
quin and feather trimming, to har- 
monize with the sequin blouse worn 
beneath the coat, or that the chapeau 
would follow the design motif of the 
upper part of the frock, revealed 
when the coat was removed. 

We predict that large hats will be 
worn with dinner-suits, and that 
black will be the prevailing color, 
accented by many others, principally, 
however, gold or silver, and that the 
hat will harmonize with the skirt 
of the suit or dress. In this connec- 
tion, jerseys, broadcloths, woolens, 
velvets, crepes—dull fabrics will be 
used, for better contrast with brilliant 
accents. Thus the face will be thrown 
into sharp relief, for profile hats will 
share honors with high-crowned tur- 
ban effects, and hair must be perfect- 
ly coiffed, skins must be carefully 
made-up. Women will be very com- 
plexion-conscious this season, which 
places a grave responsibility on man- 
ufacturers of make-up items and skin- 
health aids. 

Smart simplicity for daytime wear. 
despite the hue and cry of copy- 
writers anent the period renascence. 
with woolens, velvets and crepes pre- 
dominating—plaids are for the very 
young. gay glitter of sequins, lav- 
ish furs and fur trimmings for gowns 
and wraps in the evening, will make 
this season an outstanding one in 
beauty of classic line in lamés, femi- 
nine draping of fabrics. and perfec- 
tion of details. 

Since this is a four-trend season in 
styles, perfume and cosmetic manu- 
facturers will find their merchandise 
selling better than it has for several 
years—stock market quotations to the 
contrary notwithstanding !—provid- 
ing, of course, they conform to any 
one of the style trends, with empha- 
sis on the subdued day-time and bril- 
liant evening mode. 


SELLING HINTS 


Recently we were asked some 
rather pointed questions as to what 
types of perfumes would be in vogue 
this year. Whether florals would hold 
their favor; whether sophisticated 
perfumes would have appeal, or 
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heavy bouquets would be preferred. 

We answered that women always 
love floral perfumes, because they 
love flowers themselves—if they 
didn’t at least two-thirds of the flor- 
ists in existence would have to close 
up shop!—that the spicy and unusual 
bouquets and originals would have 
their definite place; that sophisticated 
perfumes would certainly be worn 
with evening costumes; that we 
doubted that heavy odeurs would ap- 
peal to women this season, when the 
emphasis is upon the romantic and 


modern classic mode. 


We pass this along to you as a 
hint you may wish to use in your pro- 
motions. Play up the type of frag- 
rances that are definitely feminine, 
and save your langurous, heavy ori- 
entals until the _ political 
changes in the Far East one way or 
another. When it does, promote the 
perfumes in your line which har- 
monize with those countries at pres 


scene 


ent engaged in conflict. 

Also, think rather strongly about 
a perfume in your line, or creating 
a new one that may be promoted in 
connection with Mexico. As we pre- 
dicted over a year ago, there is a de- 
cided swing toward that country and 
many vacations were taken there this 
year, and people have come back 
imbued with the charm of the place, 
and amazed at the sharp contrasts 
they encountered Wealthy 
plantation owners spend vast sums of 
money for hand-craft—hand-embroid- 
ered saddles, hat-bands, suits, for in- 
stance, and for hand-carved metal 
spurs and jewelry—and the skill and 
patience of those engaged in making 
all these beautiful things by hand. 


there. 


Movies, restaurants, costume jew- 
elry departments, are beginning to 
go Mexican, and the many returned 
travelers are bound to have an in- 
fluence. Women will be in a recep- 
tive frame of mind toward perfumes 
with Mexican names, odors that are 
characteristic of the traditions that 
exist there; decorative schemes that 
have that country as a source of in- 
spiration. Think seriously about this. 
Apart from the novelty possible, 
properly planned and promoted it 
will bring real profit to the manu- 
facturer with vision enough to DO IT 
Now! 


Germaine Monteil, America’s Number One Couturier. 
In addition to creating a line of women’s costumes 
that yau will see worn by those who can afford them, 
she has added “Porcelain Complexion” make-up 


items to her line of cosmetics. 


} rj 


, a 


7 ~ 


Here you see a fine example of the “Porcelain 
Complexion” we’ve been talking about. Miss Violet 
Heming is currently appearing in the Broadway hit 
“Yes my Darling Daughter,” which you have proba- 
bly seen. If not, go, and take your wife along to see 
what she thinks of subdued make-up. In addition, 
she'll be amused by the play. and so will you. 
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NEWS and EVENTS 


Buyers Conference 
Held in New York 


The 1937 Perfume 
and Cosmetic Buyers’ Conference and 
Exhibition tried to compete with the 
American Legion for attention the 
week of September 20, and consider- 
ing the handicap of the conflict in 
dates, did compete with modest suc- 
cess. A considerable number of buy- 
ers made their appearance although 
not so many as would have been the 
case had hotel facilities not been at 
a premium during the entire week. 
and the orders which they placed 
with exhibitors were quite satisfac- 
tory. In fact, displayers stated re- 
peatedly that the average size of or- 
ders was materially above that of last 
year. 


Fashion Shows 
Produced by Miss McLeod 


Edyth Thornton Me- 
Leod produced five outstanding fash- 
ion and beauty shows in Milwaukee 
at the Boston Store in September for 
their fall opening. Miss McLeod 
wrote these shows to give the story of 
beauty co-ordinated with fashion. The 


series was called “Highlights of 
1938". The shows dramatized the 
“Two Sides of Fashion” and _ the 
“new” complexions. A repeat perfor- 
mance, the sixth, was presented at the 
Schroeder Hotel before an important 
group of Milwaukee clubwomen. 


Beauty Culture 
Boards Elect 


The 10th annual 
convention of the National Council 
of Boards of Beauty Culture. was 
held at Cleveland, Ohio. August 30. 
31, and September 1. 
sions included an advance in teacher 
training; 


The discus- 


more uniform methods of 
recognition for schools: a broader 
harmony of reciprocity requirements 
for practitioners moving from state 
to state, and a gradual approach to 
ultimate universality of legislative 
requirements. 

The annual election of officers re- 
tained Florence E. Harris, of Illinois 
as president, for the 10th time. Dr. 
Alice Bustin, of Ohio, for her third 
term as secretary. Hazel Hall. of 
So. Dakota. for her 10th term as 
treasurer. 


Here is a corner of the charming Schiaparelli salon recently opened in the French 

Building in Rockefeller Center, New York. Silvery blue walls add a delicate back- 

ground for the French antiques and Victorian chairs and chests. Royal blue and 
“Shocking” pink are the prominent color notes. 
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Lelong on Coast 
to Coast Tour 


Joseph S. Stein, 
president of Lucien Lelong, Inc., the 
American company with headquar- 
ters in Chicago, which for the last 

ten years has 
been exploiting 
the perfumes of 
Lucien Lelong, 
Paris couturier, 
has just achieved 
an outstanding 
scoop in bring- 
ing to 
Lucien 
himself. 


a great 


America 
Lelong, 
While 
many 
perfume compa- 
nies own inanimate trademark names, 
Mr. Stein was able to bring to his 
own customers, buyers, and _ sales 
girls, the visible person of the creat- 
or of the perfume, himself. 

A vast amount of publicity pre- 
ceded the arrival of Lucien Lelong. 
His appearance in New York was 
greeted by advertisements on Sunday 
(he arrived on Monday, August 30) 
with welcome messages and an enor- 
mous luncheon given by Adam Gim- 
bel, at Saks Fifth Avenue, for Fifth 
Avenue merchants and publishers of 
important magazines and newspapers 
in New York. 

Mr. Stein further planned a cross- 
country tour in 20 important Ameri- 
can cities. In each city advance pub- 
licity and advertisements have run 
about M. 
promptu.” 

During the first three days he was 
here, a radio broadcast from coast to 
coast, over the Columbia Broadcast- 
ing System, was arranged, in which 
he gave his views on fashion and 
perfume. 


Lelong’s perfume, “Im- 


All this was a shrewd arrangement 
by President Stein, coming as it does 
just before the Christmas season, 
which is notoriously the largest sea- 
son for perfumes. 


Fall Meeting of 
Drug Trade Section 


Proposal of a cen- 
tral agency for the drug and chemical 
trades which would co-relate the work 
of the industries with the govern- 
ment, give advice on governmental 
relations with business, review and 
criticize the industry’s advertising 
and perform other useful services of 
a co-operative nature was made in- 
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wreerPearrton 
Ce 


One of the most pretentious Christmas promotion pieces is this booklet issued by 


Lentheric Inc. 


It is a complete catalog of the company’s preparations, many of 


which are illustrated, some in striking colors, 


formally at the annual Fall meeting 
of the Drug, Chemical & Allied 
Trades Section of the New York 
Board of Trade. The meeting was 
held at Shawnee-on-Delaware, Pa.., 
September 17. 

Among the speakers was Dr. Rob- 
ert L. Swain managing director of 
the Druggists’ National Fair Trade 
Board, who discussed the activities 
of the drug trade under the fair trade 
laws and made it clear that no coer- 
cion of the manufacturers was in- 
cluded in the plans of his organiza- 
tion and C. K. Moser of the Depart- 
ment of Commerce who discussed Far 
Eastern trade relations. 

Entertainment featured the annual 
golf tournament and golf prizes were 


P. & G. Prizes: 


Gamble Co. 
Franklin Institute in Philadelphia. 
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presented at the banquet Septembet 
18. Low gross was taken by Charles 
E. Kelly of Hagerty Brothers & Co.. 
while net score prizes were given in 
creat numbers to low scorers in sev- 
eral flights. 


Dedricks Win 
Golf Tournament 


A. J. Dedrick, man- 
ager of the New York branch of Al- 
bert Verley, Inc., and Mrs. Dedrick 
won the two ball foursome at the 
Tamarack Country Club this autumn. 
It was the first prize won by Mr. Ded- 
rick at the Club: but Mrs. Dedrick 
has won several prizes for skill on 


the links. 


Vore than $2,000 in prises was awarded. 


Aver Christmas Line 
Now Ready 


Harriet Hubbard 
Aver Inc.. New York, displayed its 
complete new Christmas line to beau- 
ty editors on September 22 at a cock- 
tail party in the offices of the com- 
pany. New single and double com- 
pacts. as well as attractive sets have 
been created, and many items re- 
packaged in distinctive new contain- 
ers. Mrs. Lillian S. 


dent of the company, was hostess. 


Dodge. presi- 


and the line was shown by Mrs. M. 
S. Macfarlane, in charge of public- 
ity. and her assistants. 


To Honor Badanes 
With Dinner 


The many friends of 

Harry Badanes. vice-president of Me- 
Kesson & Robbins, Inc., are planning 
a testimonial dinner in his honor. 
The affair will 

be held at the 

Biltmore Hote! 

in New York Oc- 

tober 21 and will 

celebrate Harry's 

long connection 

and many ser- 

vices to the drug 

trade. Ed Flynn 

of The American 

Mr. Badanes Druggist is chair- 
man of a large 
committee which is sponsoring the 
information 
about it can be secured from him at 


572 Madison Ave.. New York City. 


dinner and complete 


ibove are three carvings awarded first prize in the advanced amateur class, senior class, and 
junior class of the thirteenth annual soap sculpture competition sponsored by The Procter & 
These and other prise winners, as well as over one thousand selected entries, are now on exhibition at the 
The next contest will end on May 15, 1938. 
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Potter & Moore, Ltd. 
Opens Factory 


Potter & Moore, Ltd. 
officially opened its spacious, modern 


new factory “Lavender House” in 


Leyton, London, England with ap- 


propriate ceremonies in which Miss 
Gracie Fields. a distinguished British 
actress; the mayors of Leyton and 
Walthamstow: Arthur E. Pitt, chair- 
man and Eric Bush, managing and 
advertising director of Potter & 
Moore, Ltd. took part. 

The factory overlooks Leyton Bor- 
ough Parkland and affords two acres 
of floor space for manufacturing as 
well as research and analytical labor- 
atories. Administrative and business 
offices will occupy an entire floor. 


The accompanying — illustrations 


as the 
new factory is named, and also the 
distinguished guests photographed at 
the ceremony. In the center is Miss 
Gracie Fields. To her left is Arthur 
E. Pitt, chairman, and on her right 
is Eric Bush, managing director. The 


show the “Lavender House” 


mayor of Walthamstow is at the ex- 
treme left and the mayor of Leyton 
is at the extreme right. 


Study of Toiletries 
Distribution Costs 


The Department of 
Commerce has completed a study of 
distribution costs in several indus- 
tries among them that of perfumes. 
cosmetics and other toilet prepara- 
tions. The results were announced by 
Nathaniel H. Engle. assistant direc- 


tor of the Bureau of Foreign and Do- 
mestic Commerce in a recent address 
in Boston. 

The study showed the factory value 
of the industry’s products as $117,- 
520,000 in 1935 and a cost of pro- 
duction of $77,323,000, this cost be- 
ing defined as a computed figure of 
“value added” by the manufacturing 
process. Costs of production under 
this definition amounted to 65.8 per 
cent of the factory value, a rather 
high figure as compared with other 
industries. For cigars and cigarettes 
the percentage was 25.9, for patent 
medicines 72.3 per cent, for furniture 
52.1] per cent, 

The retail value of perfumes, cos- 
metics and toilet preparations is 
stated at $175,115,000 and the cost 
of distribution at $84,194,000. This 
is 48.1 per cent of the retail value 
and 71.6 per cent of the factory 
value, the latter figure being high 
and the former low as compared with 
other industries. 


Beta Beta Lambda 
Holds Convention 


The sixth annual 
convention of Beta Beta Lambda, the 
National Greek Letter Society of 
Beauty Culture, held a remarkably 
successful and enthusiastic conven- 
tion at the Congress Hotel, Chicago. 
August 23, 24, 25 and 26. Lectures 
and addresses by most exalted au- 
thorities, dealt with the educational 
progress of Beauty Culture, more 
than with the practical branches and 
were attended by generous audiences. 

Chicago was again selected as the 
site of the 1938 convention and the 
election of officers retained Florence 
E. Harris, President, Helen Lynch. 
Secretary, Isabelle Moler, Treasurer 
and Estelle Wingler, Ida H. Blood. 
Mme. LeClair, Ralph Nutter, Ethel 
Sullivan and Lucille White as vice- 
presidents and chose Etta M. Platt. 
of Indianapolis. as the other vice- 
president. 


Colgate Mansion 
to be Razed 


The Colgate man- 
sion at Yonkers including a nine acre 
tract overlooking the Hudson at Yon- 
kers, N. Y., has been purchased by 
a real estate development company 
and the house, one of the show places 
of the vicinity will be razed and re- 
placed by an apartment development. 
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They Determine Sales and Profits. 


Can You Answer Them? 


1. W hat perfume must be avoided at all costs in the 
manufacture of lipsticks 7 


. , P hid i 
ae WX hat simple test, requiring no laboratory equipment, 


will delinitely determine the comparative technical qualities 


of various brands of lipsticks 7 


?. (a) W hat popular lipstick shade is now on the way 
out ¢ (b) W hat shade is coming like a house a-fire and 


destined for great popularity this winter? 


4. W hat are the two most important features ina lipstick 
from all points of consideration ? 

). What consumer age group leads in percentage of lip- 
stick use ? 


Ba" 1) 6 « 2020 ..- ,0— BDO... over 40 .«« 


6. W hat laboratory produces the finest lipsticks in the 

world 2 (You probably know the answer to this one but 

we'll be dlad to check you just to make sure you re right.) 
e 


AMERICAN PERFUMERS’ LABORATORIES, INC. 
Makers of the World's Finest Cosmetics 
30 ROCKEFELLER PLAZA, NEW YORK,N. Y. 
In Canada: 1015 St. Alexander Street, Montreal, Quechee 


PRIVATE BRANDS EXCLUSIVELY 





1y,4,4 
eT ae, 
Ay Vs ° ttn 
‘ - 


~~’? 





4 


hi, 

4, Vy, 

r 7} ” 
be (5 4 " 


: ; “1 Vd 
7} “z . 
Zz 


\ 


Sf 
tated 





The subtle tang of this newly developed fragrance suggests 
the crisp beauty of autumn foliage, the radiance of eyes 
aglow. It also suggests the excitement of theatre mat- 
inees, of sparkling shop windows, of football games, of tea 
dansants, of dining with friends just returned from abroad. 
| You'll find it a diverting fragrance . . . one that gives a 
note of unusualness to perfumes, face powders, toilet 
waters. Priced at $36.00, $9.00 and $4.50 per pound. 


Ask for working sample! 


FLORASYNTH | |} 


LABORATORIES, INCORPORATED 


1513-33 OLMSTEAD AVENUE...NEW YORK, N. Y. 
CHICAGO ¢ DALLAS e¢ DENVER ¢© LOS ANGELES ¢ SAN FRANCISCO 
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The Classic Oblong (Design Patent No. 94824) 
is available in 1, 1, 2, 3, 4, 6, 7, 8, 12, 16, 24 


and 32 oz. capacities. 


“It’s a pass—and another touch- 
down! Competition completely 
out of the running .. Boy! T hat 
combination sure is clicking! 

Run up your score by using 
an Owens-Illinois Salespackage 
for your product—the “triple 
threat” of effectively designed 
container, closure and label is 
bound to gain ground. Out in 
the sales field, cosmetics and 
proprietaries put up in thor- 
oughly up-to-date packages are 
given ‘first-choice display posi- 
tions—and receive first choice 
in consumer buying! Let the 
long experience and creative 
skill of Owens-Illinois help you 
to greater sales. Owens-Il inois 
Glass Company, Toledo, Ohio. 
Branch offices in most princi- 
pal cities. 
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VIULA 


NUBDA 


A Vioiet odor of the Italian 
Type, fragrant, with just a touch of the “leaf” 


chare cter. 


A splendid and popular 


odor for a dusting powder. 


Sample submitted upon request. 


Norda 


ESSENTIAL OIL AND CHEMICAL 
COMPANY, INC. 


NEW YORK OFFICE: 601 WEST 26TH STREET 

CHICAGO: 325 W. HURON STREET 

ST. PAUL: 2523 & 4TH STREET 

LOS ANGELES: 685 ANTONIA AVENUE 
CANADA: 119 ADELAIDE ST., W. TORONTO 
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To manufacturers of packaged goods, the container is 
of prime importance. It must both prorect and suit the 
product. It must be easy to fill, handle and ship. Often 


it must fulfill special retail requirements. But most 


important, it must help sell the product—have “eye- 
appeal’ and make the product obviously convenient 
to use. CONTINENTAL'S packaging service is avail- 


able to any manufacturer with a packaging problem. 


CONTINENTAL CAN COMPANY 





Protect your success in advance. AGFA can 
help you avoid those pitfalls which so often 
spell defeat. AGFA can develop the right 
odor for your product, because AGFA knows 
what strikes a responsive chord in the buying 
mind ... knows this from years of checking 


PUES 1 tee le LTrim lew h 2-1 ols) -toR 


There are certain unmistakable common de- 


nominators in odor appeal. 


In developing an odor AGFA knows how to 
retain the positive factors ... how to remove 
the negative. AGFA has secured, too, some 
of the few exceptional specialists available in 


the world. Size has made this possible. 


Consult with us in regard to your par- 
ticular problem. 


AFGA AROMATICS DIVISION 


TSS ee DRUG COMPANY 
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Cosmetic Golfers 
Play at Plandome 


The informal group 
of golfers in the cosmetic and drug 
trades held its second outing of the 
year at Charlie Darr’s Plandome Golf 
Club, September 29. At a dinner fol- 
lowing the golf tournament. plans 
were discussed for a series of golf 
outings during next year’s season. A 
temporary committee was appointed 
to consider the matter and to suggest 
a permanent committee to handle the 
“Red” Porter of 


Commercial Solvents Corp.. was low 


affairs next year. 


scorer at the September outing with 


nea 27 
a gross of. 


F. M. Bauer 
In Europe 

Frank M. 
president of Pfaltz & Bauer, Ine.. 
New York, N. Y. sailed recently to 


visit the many firms in Europe that 


Bauer. 


his company represents. The purpose 
of the trip is to discuss various trade 
conditions and ways by which Pfaltz 
& Bauer may better serve the Ameri- 
can firms to whom they supply scien- 
tific instruments, chemicals, and lab- 
oratory apparatus. Mr. Bauer will 
be gone about six weeks. 


Button Enlarges 
Manufacturing Space 


George W. Button 
Corp., New York, has leased an addi- 
tional floor of about 10,000 square 
feet at its plant on 132nd St... mak- 
ing a total of well over 70,000 square 
feet. Increased volume of business 
made the expansion necessary. 


Petrie Joins 
Orbis Staff 


Orbis Products 
Corp., New York City, 
nounced the addition to their staff of 
Arthur J. Petrie, formerly identified 
with American Home Products Corp. 
at their “Kolynos” and “Bi-So-Dol” 
plant in New Haven. 


have an- 


Leshin Again 
With Majestic 


Joseph Leshin for 
many years associated with The Ma- 
jestic Metal Specialties, Inc.. New 
York City, who established Cellini 
Products, Inc., has re-joined The 
Majestic Metal Specialties. Inc. as 
sales manager. 


October, 1937 





Alphonse Koster 
Back from Europe 


(Alphonse Koster of 
the firm of Koster Keunen, Sayville, 
\. Y. returned on the 


September 8, after spending the sum- 


Vormandie 


mer on a_ pleas- 
ure trip abroad. 
It was Mr. Kos- 
ters second trip 
abroad since he 
came to the Uni- 
ted States to es- 
tablish the Amer- 
ican branch of 
the company at 
Sayville in 1930. 
Among the places 
visited were Mu- 





Alphonse Koster 





Franz Koster Joseph Koster 


Frankfort-am-Main. 
many; Brussels and Leige, Belgium: 


nich and Ger- 


Prague, Czechoslovakia: Vienna, 
and, of 


where the 


Paris, France: 
Aalst. Holland. 
home office of the concern is located. 

Mr. Koster reported that business 
conditions are very good in Europe 


Austria: 


course, 


at the present time particularly in 
Belgium where the coal mines and 
automobile factories are running al- 
most to capacity. In Germany, higher 
prices are the rule and the only place 
where business conditions did not ap- 
pear normal was Vienna, Austria. He 
felt that there was little danger of 
war as no one is ready at the present 
time. 

Franz Koster, son of Louis Koster 
was in charge of the American com- 
pany during the absence of Mr. Kos- 
ter. Franz Koster is a chemist with 
a degree of chemistry from Munich 
University which was awarded in 
July 1935. In the university, he stud- 
ied under Hans Fischer. an authority 
on synthetic chlorophyll. Following 
his graduation from the university, 
Mr. Koster spent two years in the 
Aalst 
and this year came to the United 
States and will continue to be here 
On September 15. Mr. 


home office of the concern in 


regularly. 





Koster celebrated the first anniver- 
sary of his marriage. 

With Franz Koster in the United 
States during the summer was his 
brother, Joseph Koster, who plans 
to return to Holland in December. 


Penick Plant at 
Weehawken Burns 


Fire following an 
explosion destroyed the two story 
brick plant of S. B. Penick & Co., 
crude drug merchants, at Weehaw- 
ken, N. J.. 


were forced to flee for their lives and 


September 15. Employees 


several were injured. The blaze was 
not brought under control for more 
than four hours and loss is estimated 
to have run “well into six figures.” 
\ large part of the company’s stock 
was stored in other warehouses and 
no serious interruption of supplies 
was caused by the fire. 


Export Manager 
For Revlon 


Rudolph  F. 
has recently joined the Revlon Nail 
Enamel Corp. as export manager. 


Byers 


Mr. Byers is well known in the export 
field from his previous connection 
with a leading cosmetic manufac- 
turer. The Revlon company has ex- 
panded into larger quarters for the 
second time this year. They have just 
taken an additional floor in their 
present location at 125 West 45th 


Street. New York. 


L’ Ardy Labs. 
In New Quarters 


L’Ardy Cosmetic 
Laboratories is now located in its 
new offices and laboratories at 20 
West 22nd St., New York City. The 
concern manufacturers a line of cos- 
metic preparations. 


d’Orsay Inaugurates 
Large Ad Campaign 


Announcement of 
one of the largest newspaper and 
magazine advertising campaigns in 
the history of the d’Orsay Sales 
Corp., American representatives of 
Parfums d°Orsay, Paris, has been 
made by J. I. Poses, president of the 
company. The newspaper advertis- 
ing program which will utilize roto- 
gravure sections, started early this 
month and will run the remainder 
of the year. 





57 





















































Chevalier Garde Salon 
in Russian Style 


The new salon of 
Parfums Chevalier Garde, located 
at 730 Fifth Ave., New York, was 
designed to co-ordinate with the com- 
pany’s creations, which was success- 
fully achieved by Mr. Bobri, prom- 
inent Russian artist. The decora- 
tions and furniture carry out the 
pure Russian Empire style of the 
early nineteenth century with white, 
blue and gold colors predominating. 
The photograph shown above is 
a corner of the showroom. The mu- 
ral portrays the Empress of Russia 
mounted on a white horse, and on 
the opposite wall is an lonic column 


topped with a Double Eagle, a re- 


plica of a monument adorning the 
Winter Palace square in St. Peters- 
burg. White Imperial banners and 
slowly drifting clouds are also pic- 
tured against a lovely beige back- 
ground. The furniture also creates 
the atmosphere of the Russian Em- 
pire period. The round display case 
in the center is made of glass and 
supported by a white fluted base. 
On top of the case stands a large 
replica of the company’s perfume 
bottle, and the products inside the 
case are illuminated by indirect 
lighting. 

The reception hall is in rich red, 
with two Maltese Insignia of the 
Chevalier Garde painted on the right 
wall. A particularly striking effect 


Florasynth Moves 
Chicago Offices 


Florasynth Labora- 
tories, Inc. has moved its Chicago 
headquarters from 605 W. Washing- 
ton Blvd. to 564 W. Randolph St. The 
move was necessitated because of a 
great increase in business volume in 
the Middle-West territory, and gives 
the company almost four times the 
space it previously occupied. This 
branch employs five salesmen, travel- 
ling the states of Nebraska, Kansas. 
Minnesota, Lowa, Missouri, Wiscon- 
sin, Illinois, Indiana, and Michigan. 
and is under the direction of Dr. Wil- 
liam Lakritz, secretary of the com- 
pany, who since July 1 of this year, 
has been making Chicago his perma- 
nent residence. 


Kleinbeck Returns 
From Germany 


Karl Kleinbeck, vice- 

president and general manager of 

is obtained by a large square mirror The Atlantic Manufacturing Co., 

on which historical uniforms of the Newark, N. J., returned with Mrs. 

Chevalier Garde are depicted. This Kleinbeck on the Deutschland, Sep- 

salon shows that much care and tember 3rd after a two months’ visit 

thought were given to its decoration, in Germany. Most of the time was 

and it is without doubt one of the spent in the Black Forest Moun- 
most attractive in the city. tains, Berlin and Hamburg. 


The T. C. Wheaton Co.’s new creative art department and glass stopper grinding 

room, said to be the world’s most up-to-date, are located in this new modern 

building designed and recently completed by The Austin Company at Millville, 

N. J. The new plant will be devoted to the design of all types of blown, pressed 

and decorative glass containers and laboratory ware and the production of stop- 
pers for boudoir bottles, jars and biological containers. 
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Bopf-Whittam Corp. 
In New Building 


The Bopf-Whittam 
Corp. is now located in its new plant 
in Linden, N. J. opposite the big 
assembly plant of the General Motors 
Corp. 

Under the supervision of Arthur 
P. Bopf, who was in the employ of 
one of the Standard Oil Co. subsidi- 
aries for 19 years specializing in 
wool greases, and who was later em- 
ployed for 10 years as secretary and 
plant manager for Alden 5. Swan & 
Co. specializing in wool greases and 
vegetable oils, the company has 

Mr. Bopf is 
authority on 


grown and prospered. 
considered an wool 
greases and their by-products and is 
credited with developing an improved 
process for refining wool grease into 
lanolin. 

In 1914 the Bopf-Whittam Corp. 
was formed under the name of the 
B. & W. Co. by Arthur P. Bopf and 
Henry Whittam in Elizabeth, N. J., 
which, incidentally was the birth- 
place of Mr. Bopf. The company it 
is pointed out thus became the first 
producer of lanolin in the United 
States. Later a plant was established 
in Westfield, N. J.. where processes 
were developed to control every step 
in manufacturing to insure compli- 
ance with all U.S.P. requirements. 
The company has always maintained 
a laboratory for research work and 
the analysis of wool greases and lan- 
olin in which work Mr. Bopf has had 
over 40 years of experience. 

Under Mr. Bopf’s supervision, the 
Bopf-Whittam recently 
erected and moved into a newly con- 
structed modern brick and steel. fire- 
proof plant located in Linden, N. J. 
on a 2-acre tract of land having over 
1000 feet of railroad siding to facili- 
tate the receiving and shipping of 
their products. 


Corp. has 


The manufacturing department has 
been equipped with all automatic 
electrically driven equipment and a 
modern ventilation system circulates 
the air throughout the plant and af- 
fords a complete change of air every 
six minutes. There is an individual 
receiving department and also a ship- 
ping department as well as a general, 
private office and laboratory. The 
manufacturing. shipping and receiv- 
ing departments are heated with an 
automatic oil burner located in an 
individual engine and boiler room 
in which there is also installed a 


October. 1937 





gas heating automatic system serv- 
ing the general, private offices and 
laboratory. 


The shipping department has been 
equipped with automatic scales for 
the weighing of finished material and 
to one side of the shipping depart- 
ment a roadway in the form of a 
ramp has been built to provide for 
the loading of trucks from a _ plat- 
form on an even level with the floor 
of the shipping department. which 
eliminates the use of skids or rolling 
up of drums onto trucks. All doors 
on both sides and rear of the build- 
ing are easily accessible for trucks 
and the rear and west side doors are 
likewise easily accessible for the re- 
ceiving and shipping of freight. 

The most modern conveniences 
have been provided for the work- 
ingmen including hot and cold show- 
ers in a separate room located in the 


engine and boiler room. A. sys- 


Dr. Goodman to 
Direct Cosmetic Course 


With the opening of 
the new semester, Dr. Herman Good- 
man, well-known dermatologist and 
research worker in skin diseases, has 
been selected by the dean of the 
Brooklyn College of Pharmacy of 
Long Island University to direct new 
lecture and laboratory courses in the 
field of cosmetology, now said to be 
the second largest business in the 
United States. 

These courses will embrace the 
cultural history of cosmetics, tracing 
cosmetics back to Babylonian and 


Egyptian periods, showing their 
growth to the modern age. Along 


the subjects to be covered will be 





tem has been installed whereby the 
offices can contact directly with the 
manufacturing department by tele- 
phone. The entire building has been 
equipped throughout with the most 
modern sprinkler system. The build- 
ing has been constructed without 
leaders or gutters as the roof pitches 
to the center along the entire build- 
ing to six outlets on the roof con- 
nected with a 5-inch wrought iron 
galvanized pipe through the center 
of the building and entering under- 
ground into the street sewer. 

The front of the building of var- 
iated colored face brick with lime- 
stone over windows and doorway, 
and limestone trim, as well as lime- 
stone coping along the entire front 
of the building gives a very attractive 
appearance; the lawn and shrubbery 
having been planted, adding con- 
siderably to its attractiveness and 
beauty. 


normal and altered physiology of the 
skin, the purpose and kinds of cleans- 
ing agents, allergy, and what science 
teaches of the idiosyncrasy of certain 
individual skins toward some chemi- 
cals, the study of individual cosmetic 
chemicals, their proper compounding 
in the cosmetic prescription, etc. 

Dr. Goodman is known for his 
years of practice in the field of der- 
matology. his many contributions to 
the literature. as well as two out- 
standing books on the subject, The 
Care of Common Skin Diseases, and 
Cosmetic Dermatology. 

The courses will also include a 
number of guest speakers, represent- 
ing the scientific heads of some of 
the larger cosmetic manufacturers 
and research workers in the field. 





59 

























































































































































































































































































Due to increasing demands for lemon, orange and 
grapetruit oil, W. J. Bush Citrus Products Co., National 
City, Calif., has been forced to enlarge its facilities 


materially. 


These views show a new 250 hors2 power boiler and new stainless 


steel vacuum concentrators, which were just installed in the National City plant. 


Credit Men’s 
Ass’n Meets 


The first meeting of 
the Drug, Cosmetic, and Chemical 
Credit Men’s Association after the 
summer vacation was held at the 
Building Trades Club, New York 
City on the evening of September 22. 
As usual, a dinner which was well 
attended, preceded the business ses- 
sion after which numerous reports 
were cleared. 

At the conclusion of the dinner, 
Louis Candee, credit manager of L. 
Sonneborn Sons, and chairman of 


Mr. Candee Mr. Burg 


the association, outlined plans for 
making the association of even great- 
er value to its members, all of whom 
pledged their support. The following 
new members were announced: Karl 
Voss Corp., Continental Can Co., Na- 
tional Container Co., Magnus, Mabee 
& Reynard, Inc., and Shoup-Owens, 
Inc. 

Howard W. Knapp, treasurer, who 
has retired from the Armstrong Cork 
Products Co. after 50 years of ser- 
vice with that company consented to 
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continue in office until the annual 
election of officers in December. The 
plans to honor Mr. 
Knapp with a dinner early in De- 
Details of the affair are 
largely being arranged by Fred J. 
Burg. of the Commercial Solvents 
Corp., who is assistant secretary in 


association 


cember. 


charge of the monthly dinners of 
the group. 


Elene of Vienna Now 
House of Pine 


The business of 
“Elene of Vienna, Inc.,” New York, 
including formulae, labels, and trade 
mark has recently been sold and the 
name of the firm has been changed 
to “The House of Pine.” Offices have 
been established at 521 Fifth Ave., 
and the original Elene of Vienna 
products will now be marketed by 
the new concern. 


Denny Advanced by 
Commercial Solvents 


Henry W. Denny, 
formerly manager of the sales devel- 
opment department of the Commer- 
cial Solvents Corp., Terre Haute, Ind. 
has been appointed vice-president in 
charge of sales with headquarters in 


the main office of the company in 


New York. Special interest is at- 
tached to this announcement on ac- 
count of Mr. Denny’s long experience 
in sales promotion and also on ac- 
count of the recent purchase by the 
Commercial Solvents Corp. of the in- 
dustrial alcohol business of the 
American Distilling Co. 

Bruce Puffer and the ‘entire in- 
dustrial alcohol sales force of the 


American Distilling Co. have joined 
the Commercial Solvents organiza- 
tion and, in addition, according to 
an announcement by Mr. Denny, the 
sales force is being enlarged. 

With its larger facilities for manu- 
facturing, distribution, and technical 
service, the company plans an ag- 
gressive sales campaign for all of its 
products, especially Rossville algrain 
alcohol and other alcohols. 


B. T. Bush 
Joins Verley 


Albert Verley, Inc., 

Chicago, Ill. announces that Burton 
T. Bush has joined its organization. 
\s vice-president in charge of pro- 
duction and im- 

portation, Mr. 

Bush will make 

his headquarters 

at the Chicago 

office and plant. 

Mr. Bush, who 

needs no_ intro- 

duction to the in- 
dustries served by 
Verley. is one of 
the pioneers in 
the production of 
synthetic aromatics in America. He 
brings to his new connection addi- 


Mr. Bush 


tional knowledge and experience that 
will greatly augment present facili- 
ties and which it is expected, will 
redound to the advantage of custom- 
ers as well. 

For several years past, he has been 
with the Naugatuck Chemical Co., 
Division of the U. S. Rubber Corp., 
and recently severed his connection 
with that concern to join the Verley 
organization, 

Just prior to his departure, the 
officers and staff of the Naugatuck 
Chemical Co. Division tendered to 
Mr. Bush a farewell banquet at the 
Long Beach Country Club, Westport, 
Conn. As a token of regard a hand- 
some traveling kit was presented to 
him by his old associates. 


Magnus Issues Abridged 
Essential Oil Listing 


A new pamphlet en- 
titled “Abridged Listing of Essential 
Oils & Kindred Products” has just 
been issued by Magnus, Mabee & 
Reynard, Inc. Druggists will find 
this listing a handy reference to es- 
sential oils, balsams and allied 
products. 
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Eric Bush 
in America 


Eric Bush, Director 
of W. J. Bush & Co., London, Eng- 
land, arrived on the Britannic Sep- 
tember 13 for a visit to the United 
States and Cana- 
da. Returning 
with Mr. Bush 
on the Britannic 
was R. Righton 
Webb. treasurer 
of W. J. Bush & 
Co., New York 
City, Mrs. Webb 
and their son. 
Richard. 

Mr. Bush ex- 


pressed 





Mr. Bush 


satisfac- 
tion over the improvement in busi- 
He sailed for home 
on the Queen Mary October 6. 


ness prospects. 


Chevalier Garde in 
Expansion Moves 

Parfums Chevalier 
Garde in addition to opening elabo- 
rate New York offices and showrooms, 
has made further expansion moves 
along sales and promotional lines. 
Alexander Tarsaidze, president of the 
company, has just announced the ap- 
pointment of Prince Andre Shirinsky 
as sales representative and Sanford 
S. Wendel as representative in Pa- 
cific Coast territory. 


Klaas Now With 
Brass Goods 


Brass Goods Manu- 
facturing Co. of Brooklyn, N. Y.. 
announces that Walter Klaas is now 
affiliated with the company in a sales 
ca pacity. Mr. 
Klaas was _for- 
merly associated 
with Chase Brass 
& Copper Co. in 
the Container and 
Closure Division 
for a number of 
years, calling on 
the cosmetic 





trade. 
In addition to 


Mr. Klaas 


traveling in the 
Middle West, Mr. Klaas will continue 
to call in and about the Metropolitan 
area, where he is well known to the 
trade due to the number of years in 


the business and his membership on 
the Entertainment Committee of the 
Toilet 


tions. 


Goods Association Conven- 
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Adolf Heads Promotion 
of Zell Products Corp. 


David H. Zell, president of Zell 
Products Corp.. New York, has ap- 
pointed Lou Adolf to head the newly 
created sales promotion department. 
Mr. Adolf, prior to joining Byrde- 
Richard & Pound advertising agence) 
from which he has recently resigned. 
was connected with Columbia Pic- 
tures Corp. and the National Broad- 
casting Co. An extensive direct mail, 
trade paper and point-of-sale cam- 
paign is now under way. A consum- 


er campaign in class magazines 
and newspapers will be announced 


shortly. 


Firmenich to Open 
Chicago Offices 


Firmenich & Co.. 
New York, sole distributors in the 
United States for the Chuit Naef 
(Geneva. Switzerland) line of aro- 
matic chemicals 
and perfume spe- 
cialties, has ap- 
pointed Albert O. 
Nelson 
representative. 
Mr. N © | son. 
who has had fif- 
teen years ex- 


Chicago 





perience in the 
New York essen- 


tial oil and per- 


aw he 
Mr. Nelson 
fume raw mate- 

rial field, will open a Chicago branch 
for the concern, the address of which 
will be announced later. There he 
will handle the Chuit, Naef products 
for Firmenich & Co. exclusively. Ar- 
rangements will be made to carry 
stocks to facilitate delivery to the 
Together with 
Rupert C. Watson, vice-president of 
the New York house. Mr. Nelson is 


at present engaged in making intro- 


local Chicago trade. 


ductory calls on the perfume and cos- 
metic trade in Chicago and other 
cities of that territory. 


Slapin Establishes 
Specialties Business 


Philip H. Slapin, 
who has been identified with the es- 
sential oil business since 1922, an- 
nounces the organization of his own 
business at 101 Maiden Lane, New 
York City, specializing in the man- 
ufacture of perfume specialties. The 
laboratories are located in Stamford. 
Conn. 








Schlienger Here 
For Extended Visit 


Emile Schlienger, 
head of the house of Bertrand Fréres, 
Grasse, France and president of Ber- 
trand Fréres, Inc., New York City in 
company with 
Frederick Theile, 
president of P. R. 
Dreyer Inc:. 
American agents 
for the firm, ar- 
rived on the Rex 
September 23 for 
months’ 
business and 
pleasure trip to 
the United States. 
Since 1906, Mr. 
Schlienger has visited this 


a two 


Mr. Schlienger 


country 
After calling on 
the trade in the metropolitan terri- 
tory, Mr. Schlienger and Mr. Theile 
left October lst for a trip through 
the Middle West and the Pacific 
Coast. Before returning, it is possible 
that Mr. Schlienger may visit Hawaii. 

While abroad, Mr. Theile called up- 


on his European representatives and 


almost every year. 


also the various firms for which his 
company is the American representa- 
tive. after which he spent consider- 
able time in Grasse observing the pro- 
duction of lavender, jasmin, and 
other Bertrand Fréres products. An 
interesting part of the trip was a flight 
from Paris to Warsaw. 

Mr. Schlienger reported that tor- 
rential rains and a worm pest have 
done much damage to the jasmin 
crop as a result of which it will be 
short and prices will be higher. The 
lavender crop also will be smaller 
than last year and prices have al- 
ready gone up about 30 per cent. The 
rising cost of living has resulted in 
three increases in wages in the plants 
of Mr. Schlienger’s company; and, 
as a result, prices of floral products 
are higher. 


Gillette Appointed on 
Distribution Committee 


Leslie Gillette, ad- 
vertising and sales promotion man- 
ager of the U. S. Industrial Alcohol 
Co. New York City has been ap- 
pointed a member of the Committee 
on Distribution for the Seventh In- 
ternational Management Congress to 
be held in Washington September, 
1938. About 2500 experts on man- 
agement in industry will be brought 
together from about 40 countries. 
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Thomas M. Sayman 


Thomas M. Say- 
man, soap and medicine manufactur- 
er of St. Louis, died at his home in 
that city September 6 at the age of 
84. Dr. Sayman 
was the last of 
the old time 
medicine men 
who travelled 
the Middle West 
giving exhibi- 
tions and selling 
their wares 
toward the close 
of the last 
tury. Running 
away from home 
at the age of 9, he joined a circus 
and after years of circus and medi- 
cine man life, started his business at 
Carthage. Mo., later moving to St. 
Louis, where the Sayman_ business 





cen- 


Mr. Sayman 


became a major enterprise and soon 
placed him in the millionaire class. 
He was noted for his eccentricities 
and his deep and abiding hatred of 
bandits. presented 
substantial rewards to police officers 
who had killed bandits and had a 
standing offer of a large sum to any- 


Frequently he 


one who performed a like service. 
In 1928, he donated a huge tract of 
land to the state for a park. Surviv- 
ing are his widow. Mrs. Luella B. 
Sayman, and a daughter. as well as 
two sons and two daughters by a for- 
mer marriage. Funeral services were 
from his home September 9. 


Alfred W. Lubin 
Alfred W. 


60, cosmetic dealer. died in his New 
York apartment September 13.  Po- 
lice reported his death as a suicide. 
He had been ill and it is believed 
that despondency over his condition 
was the motive for his act. 


Lubin. 


Dr. Wilfred N. Stull 


Dr. Wilfred New- 
some Stull, vice-president of the Mal- 
linckrodt Chemical Works. St. Louis, 
in charge of operations and research, 
and a director of the company, died 
September 17 in Brunswick, Me. 

Dr. Stull was born at Elizabeth, 


Iowa, December 1, 1877. He attended 
local schools and also the University 
of Iowa, where he took his B.S. in 
1898 and his M.S. in 1899. He then 
went to Harvard University and took 
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his Ph.D. there in physical chemistry 
in 1903. He joined the Mallinckrodt 
organization almost immediately, and, 
except for a short interval, had been 
with the company ever since. He was 
first research chemist in St. Louis, 
and then for 
charge of the company’s Jersey City 
plant, where he installed modern 
many new 


some years was in 


methods and 
In 1911 he was called back to the 
St. Louis plant. In 1922 he was made 
a director of the corporation, and 
several years later was elected a vice- 


processes. 


president. 

Dr. Stull first married Harriet 
Davis of Corydan, lowa, who died in 
1918. and several years later he mar- 
ried Irene Taylor, of Salem, Mo. His 
widow and six children survive. 


Thomas L. Young 


Thomas L. 
president of the Frederick H. Young 
Co., Toledo, manufacturer of toilet 
preparations, died at the Flower Hos- 
pital in that city September 14 at the 
age of 43. He had been ill only a 
week. Mr. Young was born in To- 
ledo and his entire business career 
had been spent with the one com- 
pany. He was its owner at the time 
of his death. He leaves his widow, 
Mrs. Bernice Hettrick Young and a 
daughter. Janet. 


Young. 


Mrs. P. R. Dreyer 
Mrs. Peter R. Drey- 


er, widow of the late Peter R. Dreyer, 
founder and president of the house of 
P. R. Dreyer Inc. New York City, 
died September 21 following a heart 
attack. at her home in New York 
City. Mrs. Dreyer was well known in 
the industry having attended practi- 
cally all of the annual conventions 
of The American Manufacturers of 
Toilet Articles and its predecessor, 
the old Manufacturing Perfumers As- 
sociation up to the time of the death 


of her husband in 1932. 


Eugene A. Sisson 


Eugene A. Sisson, 
manager and treasurer of 
Economic Machinery Co., Worcester, 
Mass.. died September 25 after a 
short illness. He became associated 
with Economic Machinery Co. in 
1926 and under his management the 
business was expanded materially. 
He leaves a widow, Mrs. Grace E. 
(Watson) Sisson; two sons, Donald 
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M. and Robert E. Sisson; and two 
daughters, Dorothy Jean and Mar- 
jorie G. Sisson. The funeral was held 
September 27 at the Pleasant Street 


Rev. Lester C. 


Burial was in 


Baptist Church, 
Holmes officiating. 
Hope Cemetery. 


Rudolph Hilker 
Rudolph Hilker, re- 


tired soap manufacturer, died at his 
home in San Antonio, Texas, Sep- 
tember 3. Mr. Hilker was born in 
Germany 58 years ago and for many 
years conducted a soap manufactur- 
ing business in Mexico. Surviving 
are his widow and a daughter. Fu- 
neral services were held at his late 


home September 5. 


Charles Stollberg 


Stollberg. 
former vice-president of the Ameri- 
can Can Co.. died at his residence. 
the Drake Hotel. New York, Septem- 
ber 23. He was 
born in Toledo, 
Ohio, 77 years 
ago. Mr. Stoll- 
berg headed the 
Toledo 
Manufac- 
turing Co. until 
it was taken over 
in 1901 at the 
time of the or- 
ganization of the 
American C an 
Co. He came to New York in 1917 
to assume charge of the ammunition 


Charles 


Tinwart 





Mr. Stollberg 


department. was made vice-president 
in charge of manufacture in 192}. 
and continued in that capacity until 
his retirement in 1933. He was re- 
sponsible for many of the ideas and 
inventions which are now generally 
used in the manufacture of modern 
containers, 

Mr. Stollberg was a Mason, a 
member of the Toledo Club, the Elks 
Club and the Inverness Club in To- 
ledo, and of the Canadian Club in 


New York. 


New Polish Factory 


The “Zema”  con- 
cern of Warsaw, whose primary man- 
ufactures are vegetable and essential 
oils, is building a second factory at 
Bromberg. Here the range of prod- 
ucts will be extended to cover syn- 
thetic oils for the cosmetic industry. 
In its two plants the “Zema” will em- 
ploy 500 hands in all. 
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The cosmetic, pharmaceutical and toilet preparations industry has good 


reason to be proud of this large and thoroughly modern plant. . . . First, be- 
cause the organization behind it has for years produced a superior and de- 
pendable LANOLIN. . . . Second, because leading toilet preparations, 
cosmetic and pharmaceutical firms have, through new and repeat orders, 
shown their appreciation of the superior results obtainable with B-W 
LANOLIN. . . . These two factors have combined to make necessary and pos- 
sible this new and larger plant at Linden, N. J. 

We thank the industry for its consistent and generous support and hope to 
merit continued patronage by being ever ready to 

serve the consumers with an unexcelled LANOLIN 


produced by our exclusive process of refinement in B-W LANOLIN 


a most modern plant devoted exclusively to its pro- free from all bacteria and impuri- 
ties—neutral in odor—highest in 

duction under efficient working conditions. cholesterol content — exceptionally 
light in color and will not turn dark 
with age. 


BOPF-WHITTAM CORP. } :rascencin 


erations and each lot when finished 
AMERICA'S ORIGINAL LANOLIN PRODUCER — ESTABLISHED 1914 


strictly complies with all tests of 
1135-1153 ELIZABETH AVE., WEST NEW YORK OFFICE: | the U- S. Pharmacopoeia. 
LINDEN, NEW JERSEY 509 FIFTH AVENUE 
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HEINE & CO. 


NEW YORK 
92-54 Cliff Street 


Telephones BEekman 3-1 535-1536 


NATURAL « ARTIFICIAL 
FLOWER PRODUCTS 


AROMATIC CHEMICALS 
AND ESSENTIAL OILS 


5 ———————————————————————————————eeeeeeeeeeeeee 
_———————— 
OO — —————aaeueuauawq>sS — 
———————————————eeeeTeThTeTeTeTeTeeeeeeeNtSeTeoeToeoTeeeTETeTETETETeETEeTNTe 
== 
—_—_—__—_—_—__—_———E———————————————————————————— 
TT Teeeeeeleleqeyezéeqoqou*“ OS SSS OOOO 
eee 
_ 
_  ———ooOOoeqeoDeoeQQaaaaaaaaee—— eee 
———————————__—_—_—_—————————E———————————————— 
Sea ———————OlleeeeeeeeleleeeeS_73—_—_—_— ———_—_—_— 
SS oO 
_——————————————eeeeeeeSeeNeNTNSNNNNNeeFTeNOee————e 





IN CRYSTAL CLEAR GLASS 


EmPHasize the natural beauty and attractiveness of your product——by packing it 


in a container of flawless transparency and smartly modern design. Maryland Flint 
Bottles (made by the makers of the famous Maryland Blue Bottles and Jars) offer 
you “designs for selling’—in various sizes suitable for toilet waters, nail polishes, 


polish removers, hair tonics, shampoos, lotions and other toiletries. 


Write For Samptes, and tell us, please, the nature of your 
product and the capacities in which it is packed. Maryland Glass 
Corporation, Baltimore, Maryland. New York Representative: 
270 Broadway, New York City. Pacific Coast Representative: 
Owens-Illinois Pacific Coast Company, San Francisco. 





A FINE, silk velour 


finish . . . expert craftsmanship ... a 


Rowell container through and through. It 


will help sell someone’s face powder! 


E. N. ROWELL co., inc. 


BATAVIA . NEW YORK 


New York Office: 
SELWELL H. CORKRAN 
30 East 42nd Street 
Phene: MUrray Hill 2-3447 
+ 

Chicago Office: 

H. G. MacKAY 

$44 W. Grand Ave 
Phone: SU Perior 1676 
« 

Hellywood, Cal., Office: 
C. H. E. DUNN 
Guaranty Bldg. 

6331 Hollywood Blvd 
Phone: Hollywood 0111 
° 

Boston Office: 

Ht. P. TUCKER 

52 Chauncey Street 
Phone: Hancock 0398 
* 

St. Louis Office: 

The DICK DUNN Co 
Merchandise Mart Bldg 
12th Blvd. & Spruce St 
Phene: Central 3544 

* 

Detroit Office: 

Hi. E. BROWN 

321 Curtis Bldg 

2842 W. Grand Blvd. 
Phone: Trinity 2-0191 
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IMPROVING PRODUCTION 


By RALPH H. AUCH, A. B., 


A USABLE IDEA FROM THE 
BEVERAGE BOTTLER 

Having seen recently a spider nice- 
ly preserved in a bottle of a nation- 
ally advertised specialty at the corner 
druggist’s concerned us. Many prod- 
ucts that are sparkling clear will be 
found on close inspection to have a 
foreign substance in the bottom of 
an occasional bottle. The user get- 
ting such a bottle is not interested in 
the other 99 or 9,999 that were turn- 
ed out O.K. She thinks only of her 
own purchased disappointment. 

The distiller filters bright into his 
storage tank then as an extra precau- 
tion has a leaf filter in the delivery 
line just ahead of the filler. 
also have a 12 inch or larger magni- 


Some 


fying glass of low power mounted 
vertically along side of the conveyor. 
ahead of the labellers. Each indi- 
vidual bottle is inspected as it passes 
and incidentally he rotates the girls 
on inspection to reduce carelessness 
and the fatigue element. 


TOOTH PASTE ABRASIVE 
WORTH INVESTIGATING 


Our dentist has remarked on every 
visit that we do not have the usual 
amount of stained tartar other smok- 
ers are troubled with. Last time his 
remark was even more gratifying: 
“I see no reason why you should not 
enjoy your natural teeth for your 
natural life-time.” 

The secret was disclosed to him 
and passed on now. For years any 
regular tooth paste has been taken 
and rubbed up in a mortar with three 
percent of infusorial earth adding 
sufficient glycerin to restore the soft 
consistency. This infusorial earth is 
of highest grade, 325 mesh. pure 
white, as used in silver polish for ex- 
ample or nail powder. 

Whether it is the polishing effect 
alone or whether the absorption and 
adsorption properties of the infuso- 
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rial earth enter in has never been de- 
termined. Anyway it works. And why 
have we never adopted it in our den- 
tifrice? That’seasy. Both tooth paste 
and tooth powder bear the A. D. A. 
approval and it is quite unlikely that 
the august body which grants ap- 
proval would enthuse about infuso- 
rial earth. 


ELIMINATING LABEL 
DIFFICULTIES 


Taking pains to see that the grain of 
the paper runs the right direction for 
any given label is old stuff. What is 
apparently new is to make provision 
for storing the labels under con- 
trolled humidity. 

By sending the labels to the label- 
ling machines with optimum mois- 
ture content, difficulties can be over- 
come practically 100 per cent. All 
that is required is a room of suf- 
ficient size fitted with ample shelf 
space and a humidifying device. 

So long as the labels are not 
wrapped in waxed or glassine pack- 
ages the wrapping need not even be 
disturbed. All labels including var- 
nished ones usually respond to this 
treatment in two weeks or less. 


STEAM TRAPS 

Jacketed kettles have been observed 
with no steam trap in the outlet line 
so that the steam blows through to 
waste. Other installations are made 
with but one steam trap to drain the 
concentrate from two or more kettles. 
This reduces the waste somewhat but 
it is still wasteful of time. The sec- 
ond kettle is sure to be more or less 
water bound and the rate of heating 
is correspondingly reduced. 

Each piece of equipment should 
be fitted with its own trap for ef- 
ficient operation and steam economy. 
The saving will ordinarily offset the 
initial installation cost at least twice 
over every year. 


LACQUER ON 
COLLAPSIBLE TUBES 
pack their 
specialties in unlacquered tubes. With 
the rise in the tin market and at- 
tendant rise in cost of tubes gener- 
ally. others have been flirting with 
the idea of eliminating lacquering. 

\ series of tests of the effect of va- 
rious products on the tube enamel 
was made with the corresponding 
lacquered tubes as control. Without 
going into too great detail, the prod- 
ucts, including shaving creams and 
most tooth pastes, that adversely af- 
fect the enamel far out-number those 
that do not. The enamel may soften, 
be loosened and peel, or the colors 
may run. 
suffers. 


Some manufacturers 


In every case appearance 


There appear to be many better 
ways to save 15 cents or less a gross 
than by eliminating the lacquer. 
Those who doubt it are urged to 
make some simple comparative tests 
before concluding to eliminate the 
cost of the extra lacquering opera- 
tion. 


THE POOR PRODUCTION MAN? 

The production man’s job is per- 
haps the most thankless in the or- 
ganization. He is prone to feel his 
desk is mighty far removed from the 
front office—that his voice is seldom 
heard in the management councils 
and deliberations. 

Lamentable! But often, in part at 
least, of his own making. He is 
prone to ward off changes and im- 
provements and new packages with 
various scares. He may dwell at 
length on the trouble, expense and 
delay involved. 

Let him try reversing his position, 
evince some interest and enthusiasm. 
devise ways and means of accom- 
plishment. He is going to come out 
second best anyway — changes and 
improvements will not be stayed by 
his feeble voice. They are vital and 
inevitable. 
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GANADIAN NEWS and NOTES 


Ottawa Store 
Features Toiletries 


In the new phar- 
macy of Len Coulter, in Ottawa, the 
toiletry department is one of the big 
items of the business. accounting for 
almost 25% of the total store value. 
Approximately 1/3 of the store space 
is given over to their displays. Coul- 
ters Pharmacy handles several com- 
plete lines. all of which are attrac- 
tively displayed either in glass coun- 
ter cases or on wide shelving. Every 
group of items is price-ticketed, a fea- 
ture which it is believed should be 
strictly adhered to. The store believes 
that merchandise will move a lot 
faster when the price is plainly in- 
dicated on it. This applies particu- 
larly to perfumes and other cosmetic 
items which may be considered in 
the luxury class. 


Hudnut Display at 
Toronto Exhibition 


In the attractive ex- 
hibit of the Richard Hudnut com- 
pany at the Canadian National Ex- 
hibition this year, simplicity was the 
outstanding keynote. The background 
was finished in luxurious black vel- 
vet, while standing out in striking 
contrast were four beautifully 
painted heads, representing different 
beauty types. 

The attendants at the exhibit also 
represented these same four types. 
The young lady with blue eyes used 
Marvellous “Dresden” face powder, 
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rouge, lipstick, eye shadow and mas- 
cara, all scientifically matched to her 
personality colour. In the same man- 
ner. the brown eyed girl wore “Paris- 
ian.” the girl with hazel eyes wore 
“Continental” and the one with grey 
eyes “Patrician.” These young ladies, 
by their practical demonstrations, re- 
vealed to hundreds of women visiting 
the booth, how easy it is to obtain 
make-up that actually matches. 


Knight Manager 
of Ayer in Canada 


Alvin M. Knight was 
recently appointed manager for Har- 
riet Hubbard Ayer Canada Ltd. Mr. 
Knight commenced in the drug busi- 
ness in Vernon, British Columbia, 
later becoming associated with F. J. 
Scott of Cranbrook. Coming east, he 
was a salesman for the Penslar Com- 
pany of Walkerville, Ontario and for 
the past ten years has been associated 
with Lymans Ltd. of Montreal in 
western Canada. 


Gain Promised in 
Toiletries Sales 


Most manufacturers 
and a large number of retail drug- 
gists report noticeable advances in the 
sale of toiletries for men. One of the 
most striking factors in this increase 
is stated to be that, while a few 
years ago the greater proportion of 
this business was done at Christmas 
through the purchase of gift sets, the 
season of these now appears to be 


easing out and men are buying their 
own regularly during the year. There 
is a significant trend seen in the in- 
creasing sales of deodorants and other 
such articles, not closely associated 
with shaving. One manufacturer re- 
ports a 50-to-60-per-cent increase in 
sales of the high quality men’s lines. 
\ manufacturer of after-shaving lo- 
tion and other requisites reports an 
increase of 50° during the past year 
and a half. 


Gain in Imports 
of Toilet Goods 


Information from 
the Dominion Bureau of Statistics 
shows that imports of non-alcoholic 
toiletries had a considerable increase 
during July. The imports amounted 
to $31,284.00 as compared with $27, 
635.00 during July last year. 


Barton Back from 
Trip in Maritimes 


Ralph Barton of 
Ralph W. Barton & Co., Ltd., re- 
cently spent several weeks calling on 
the cosmetic trade on the Atlantic sea- 
board. He reports that druggists in 
the Maritime provinces and particu- 
larly in Nova Scotia are exceedingly 
optimistic regarding business. One 
druggist operating 12 chain stores in 
Halifax told Mr. Barton that his busi- 
ness has shown regular monthly in- 
creases during the past year. 


Howe Returns 
from Europe 


Lyman P. Howe, 
secretary-treasurer of Northrop & Ly- 
man Co., recently returned from a 
business trip to England and _ the 
European continent. Mr. Howe stated 
that there is a great difference be- 
tween merchandising methods in the 
United Kingdom and those of Can- 
ada. This is particularly noticeable 
in regard to patent medicine adver- 
tising. While the Canadian govern- 
ment has long opposed extravagant 
claims for patent medicines and in 
recent years has prohibited the use 
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in Britain there 
is an opposite tendency which is evi- 
dent on all sides. Their advertise- 
ments tell readers of products which 
are absolutely sure and guaranteed 
cures for pneumonia and other ail- 


of the word “cure.” 


ments. 

“In Canada.” says Mr. Howe “‘it is 
against the law to publish advertise- 
ments of that kind. Therefore to any- 
one who is interested in the drug 
trade visiting England it is quite 
startling to see such claims made in 
newspapers, magazines and car ad- 
vertising.” 


Hudnut Holds 
Sales Meeting 


\ two-day conven- 
tion was recently held in Toronto by 
Richard Hudnut, Ltd., which was at- 
tended by salesmen, demonstrators 
and a number of retail firms handling 
Hudnut lines. Among the features of 
the Convention was the education of 
demonstrators and retail sales girls 
on selling methods for their various 
lines of toiletries including the Christ- 
mas gift sets. Special emphasis was 
laid upon the retail sales people hav- 
ing proper understanding of what the 
various cosmetics can do and what 
types of items to suggest for different 
individuals and for different skin 
conditions. An interesting feature was 
the showing of a sound picture out- 
lining and demonstrating new Du 
Barry “Beauty Angle” treatment. 


Toronto Druggists’ 
Golf Tournament 


There were 93 play- 
ers registered at the third golf tourna- 
ment of the Toronto Druggist Golf 
Association which was held at the 
Islington Golf Club recently. Ideal 
weather and good fairway conditions 
prevailed and some nice scores were 
chalked up by the contestants. Fol- 
lowing the tournament a dinner was 
held at the Club House with presen- 
tation of prizes. 


Cowans Sail on 
Vacation Trip 


Bert Cowan of John 
A. Huston Co., Toronto and Mrs. 
Cowan recently sailed from New 
York for Los Angeles via the Panama 
Canal. They intend to motor up the 
Pacific coast to British Columbia 
where Mr. Cowan will spend some 
time calling on sales representatives. 
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NEW PRODUCTS AND PROCESSES 


Improved Tooth Paste Vial 

In 1932. Weco Products Co.. mak- 
ers of the famous Dr. West's tooth 
brush, decided to adopt a revolution- 
ary package based on the theory that 
visibility in a cartoned article should 


be no half-way measure. And so, in 
the very midst of the depression, Dr. 
West's new tooth brush package—a 
tube of the purest and most transpar- 
ent Kimble glass 


The now-famous glass-tube pack- 


was born. 


age illustrated here was recently giv- 
en a new temporary feature as a va- 
cation advantage—a rubber cap 
which converts the Kimble glass tube 
into a travel holder. Every Dr. West 
tooth brush is sterilized right in its 
own glass tube with formaldehyde 
vapor which is then drawn out 
through the pores of the viscose cap. 


NEW OL VETIVER 

Fritzsche Brothers. Inc.. calls at- 
tention to “Oil Vetiver, Extra Fine.” 
Seillans.—a new listing in its cur- 
rent wholesale price list. The an 
“This item is 
now being produced in our own fac- 


nouncement states: 


tory in France and is highly recom- 
mended to those who want an exqui- 
site quality of product for fine per- 
fume compositions. It is distilled 
from selected roots by the most care- 
ful and up-to-date methods possible. 
Moreover, it is well aged and is quite 
superior to the usual types met with 
in commerce.” Oil of Vetiver im- 
parts an odor note best described as 
It is a perfume constituent 
of the widest application. 


woody . 


Shampoo Base Container 


Clifton Chemical Co., Inc., New 
York City, has developed a new pack- 
age of shampoo base for use in beau- 
ty parlors which is much more con- 
venient than the old type bases which 
were formerly packaged in cans and 
tubs. 

The new “Billion Bubble” package 
consists of a cylindrical tube of 
It slides out of the 
and there are five inden- 


shampoo base. 
container, 
tations, each one of which represents 
It is sliced as de- 
sired and each section makes a gal- 


a pound of base. 
lon, or more, of shampoo when 
mixed in water. The base is protect- 
ed by four sheets of parchment cOv- 
ering. 


NEW MOLDING MACHINE 
Fk. J. Stokes Machine Co.. Phila- 


delphia, has announced a completely 
automatic molding machine, or press. 
to mold thermo-setting plastics ma- 
terials of the phenolic base and urea 


compound types. Two of these press- 
es have been in continuous operation 
for one and one-half years. 

This machine is fully automatic. 
That is, with the hopper filled. the 
metering device adjusted to feed the 
proper amount of molding powder 
and the machine set for correct 
breathing and curing time and mold 
temperature, the production 
will be repeated. automatically and 
without operating attention, an in- 


cycle 


definite number of times. 
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selves of this service. 


permits. 


nswers to in- 


the industry 


Answers will be published as rap- 


We shall be glad to reply promptly by mail to 


any reader who will enclose a self addressed envelope with his query. 


145.—FUAM SHAMPOO 


(). At present 1 am interested in a 
good foam shampoo. If you can 
advise on this we would appreciate 
it.—A. V., Mass. 

\. We advise you to make a good 
coconut oil shampoo containing 
about 20% of soap (dry weight), to 
which you might add some wetting 
agent, but not a sulfonated oil. Con- 
sult a standard text as well as the 
Bulletins sent you by mail. 


144.—DANDRUFF REMEDY 


VY. Could you kindly supply me 


with a formula for dandruff? A 
formula in oil? And a formula in 
alcohol or any other non-greasy sol- 
vent?—N. L., Mich. 

\. Would our teacher in grammar 
take a lick at you, boy 
boy. But we use the Ouija board 


‘ol boy ol 


and know what you want. Try the 
following combination in oil or 
pomade: 
Colloidal sulphur 5 grams 
Ortho-phenyl-phenol ® gram 
Balsam Peru White .... z 
Absorption base or 


Oils base to grams 


For an alcoholic lotion try the fol- 
lowing: Resorcinol mono-acetate 3 
grams, acid salicylic 2 grams, castor 
oil 5 grams, cologne water 10 cc, di- 
luted alcohol (70% ) to make 100 cc. 


145.—SOAPLESS SHAMPOO 


Q. Kindly send us your Wetting 
{gents Bulletin, also any informa- 


tion as to preparing these so-called 


lathering soapless shampoos and 
oblige —L. C E., N. Y. 

A. The best we can tell you is to 
see the August issue of The Ameri- 
can Perfumer, page 42. Otherwise. 
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we can help you but little. The 
answer to L. E. W. of Texas applies 


to vou. Sorry. 


146.—ShIN LOTION 
VY. We are making a skin lotion 


which contains gum tragacanth, 
quince seed but no preservative other 
than ethylene glycol. alcohol and 
perfume. Our lotion thins down con- 
What pre- 
servative would you recommend? 


S. M.. New York. 


\. There are probably several rea- 


siderably on standing. 


sons for the thinning of your lotion. 
These require investigation and we 
suggest you do a bit of research 
on this. You might also consult our 
free Antiseptics & Preservation Bul- 
letin. A desirable preservative 
would be methyl para-hydroxyben- 
zoic acid in a concentratioin of 
1:750. 
hot water before making your muci- 
Finished lotion should con- 
tain 1:750 of preservative. 


Dissolve the preservative in 


lage. 


147.—EYE WASH FORMULA 
Q. We have picked up a formula for 
an eye wash from one of the trade 
journals as follows: (formula then 
follows, and contains boric acid, salt, 
glycerine, camphor spirits and dis- 
tilled water). When the camphor 
spirits were added, the whole mass 
turned white and crystallized, and 
later floated to the top forming a 
crust. We filtered the clear solution 
and used it like any eye wash, but 
there was a very strong burning sen- 
sation to the eye ball, so much so 
that it was necessary to wash out the 
eye with clear water for relief. We 
will indeed appreciate your enlight- 
enment on the subject. K. S., Florida. 
A. You could not possibly get all 


the boric acid into stable solution 
that your formula calls for. The 
amount of salt is way off. The spirit 
As a 
matter of fact the whole formula is 
so far off. we wonder you have any 
eye left at all. Try the following 
formulas as a pleasant eye wash: 
Zinc sulphate 
Boric acid grams 
Camphor water 25 ce 
Distilled water to....100 cc 
Make the camphor water by suspend- 


of camphor is far in excess. 


grams 


ing a piece of gum camphor in dis- 
tilled water, and shake at intermit- 
Filter 
Dissolve the various 


tent periods for several days. 
when used. 
materials in the distilled water, then 
add the camphor water, and filter the 
whole mixture. Put up in_ sterile 
bottles, and use sterile caps. to seal 
bottles. 


148.—BRUSHLESS 
SHAVING CREAM 
QV. Please send me some formulas 
Jor making brushless shaving cream. 
Kindly include one that 
some almond oil with an almond 


contains 
odor. Also advise me what ingredi- 
Would there be any- 
thing better than menthol to give a 
cooling effect?—D. C., Calif. 

\. Many excellent 
been published for brushless shave. 
See American Perfumer p. 63, Octo- 
ber, “36 and p. 66 December, °36. 
If you desire the emollient effect of 
almond oil use oil of sweet almonds 
to replace part or all the oil in either 
of the above formulas. 


ents are used. 


formulas have 


If you want 
an almond odor it is well to buy it 
as the compound ready for use. If 
you attempt to build up such an 
odor you would likely start with 
benzaldehyde which is too irritating 
for use in brushless shaves. Menthol 
is usually employed for its cooling 
effect. Sometimes a trace of phenol 
(carbolic acid) is used with or with- 
out menthol as it tends to desensitize 
the nerve endings. 


149.—EXCISE TAX 
Q. Will you please advise us whether 
the majority of manufacturers of cos- 
metics are absorbing the cosmetic tax 
themselves or passing it on to their 
customers? R.A.H., New York. 
A. Practically all cosmetic manufac- 
turers are absorbing the tax them- 
In a few instances this has 
resulted in a slight advance in the 
list prices, but even this has been the 
exception and not the rule. 


selves. 
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DURABLE 


SCIENTIFE PRECISE 
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UNIFORM 


COLORFUL 


TURNER TUBES 


TURNER WHITE METAL CO. inc, New Brunswick, N. J. 
Manufacturers of Collapsible Tubes Since 1898 


October, 1937 





NEW YORK REPORT 
WITH the excep- 


tion of a few specialites the aromatic 
chemicals business proved to be 
rather disappointing over the past 
month. Buying on the part of per- 
fumers and cosmetic manufacturers 
was spotty and toilet goods manu- 
facturers were inclined to proceed 
with a degree of caution because of 
outside influences which threaten the 
retail demand for a number of lines. 

Aromatic chemicals were steady 
with some articles holding recent 
gains and others showing signs of 
strengthening because of increased 
costs. y 

Trade in essential oils proved very 
disappointing over the past month, 
thus quotations on a number of 
articles registered substantial reduc- 
tions. The strength in a few oils 
was attributed to difficulty in get- 
ting replacements rather than by any 
unusual buying movement here. 

The upward movement in cassia 
oil was extended along with practic- 
ally all raw materials that may be 
affected directly or indirectly by the 
conflict in the Orient. Anise has been 
so scarce on spot that dealers have 
been holding for a premium on 
quantity lots. Although actual chang- 
es were lacking in price, camphor oil 
displayed considerable strength. 

Further activity in coriander oil 
tended to aggravate the tight posi- 
tion on spot. Another firm spot 
was that of bergamot. Stocks in 
Italy were closely held, and because 
of much higher replacement costs, 
local dealers were forced to advance 
spot prices. 

On the weak side were peppermint. 
Italian lemon and orange, domestic 
pennyroyal, wormwood, lime and 
sweet almond. 

As the result of competitive influ- 
ences the situation in geranium dis- 
played a slightly easier tone at times. 
Demand for rosemary was quiet. 

Speculative developments at pri- 


72 


mary markets resulted in a firm tone 
in citronella. At times there was 
a general tendency to mark up spot 
prices because of possible increases 
in costs. Demand for eucalyptus 


continued in excellent volume. 


French Crops and Markets 


(Special Correspondence} 


Grasse, Oct. 1.—This year the 
Summer was particularly warm but 
of short duration. In July and Au- 
gust we saw the thermometer rise to 
85 degree F., in the shade in the 
North and during these two months 
the fields suffered badly from 
drought. On the other hand Sep- 
tember was characterized by numer- 
ous rainstorms accompanied by a 
considerable drop in the temperature, 
the thermometer showing readings 
as low as 50 degrees F. at the same 
observation point. Because of these 
conditions which are unfavorable 
for jasmin, the crop which gave a 
full yield in August was consider- 
ably retarded in September. 

The rainy days and the lack of 
warmth during the period from the 
LOth to the 20th checked the blossom- 
ing and, as the development of the 
plants and the growth of new 
branches had already suffered from 
the weather conditions in the Spring 
and early part of the Summer, it is 
obvious that the production will be 
less important than seemed prob- 
able. To these causes must be added 
an invasion of caterpillars which 
was of alarming proportions and 
which has already caused serious 
damage to the plantations, estimated 
as a loss of 200,000 kilos of flowers. 
To partly compensate for this loss 
it is proposed to extend the crop 
season to the 20th and perhaps even 
the 30th of October. It is to be 
hoped that favorable weather dur- 
ing the interval between now and the 
end of the crop will bring out late 
blossoms and improve production 
from the standpoint of both growers 


and manufacturers. We know al- 
ready that the latter have not re- 
ceived the quantity of flowers for 
which they had contracted. In an 
effort to give satisfaction, the Co- 
operatives charged with the appor- 
tionment of the crop have had to re- 
duce the percentages of all of the fac- 
tories. For some, the quotas have 
much reduced. For all 
jasmin products we must expect a 
certain proportional price advance, 
which can be estimated only when 
the results of the producing cam- 
paign are more definitely known. 

The tuberose crop is also being 
handled at this time. This crop has 
lost much of its importance because 
of the weak prices of the last few 
years which have forced growers to 
abandon planting the bulbs. The 
price this year being more remunera- 
tive, efforts have been made to renew 
the plantings. 

In the mountains the lavender 
crop is in progress. The market is 
attractive but the plantations have 
suffered quite a bit from dry weather. 
The crop will be of little impor- 
tance because there is more and more 
turning to lavandin, a hardier and 
longer lived plant. Due to the low 
price of the franc, the stocks of lav- 
ender oil available before the new 
crop have been rapidly sold, buyers 
having profited by the exceptional 
conditions prevailing at the time of 
the first devaluation. For new crop 
oil there has already been a price 
advance of 20 per cent. 

Our market is quiet. Lavender 
buying is proceeding without excite- 
ment which means that the demands 
of customers have not yet been pre- 
sented. In jasmin, we believe that 
the entire production will be dis- 
posed of easily. Rose did not stay 
on the market very long. There is 
none available and it is still seven 
months before the new crop. The 
same is true for neroli. On the other 
hand, there is still oil of petitgrain 
for sale. 


been very 
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VELIZAR BAGAROFF + OTTO of ROSE 


Velizar Bagaroff Otto of Rose is again available in all markets under his own label. 
This quality product is especially worthy of your consideration. 
— 
Sole. Agents for the United States: W. J. BUSH & CO., Inc.. New York 


Sole Agents for Canada: W. J. BUSH & CO. (Canada) Ltd., Montreal, Canada 


OIL LAVENDER ALTITUDE 


It costs more than inferior oils: — it's real Lavender. 


Selected from the finest producing regions, representing the highest 
Seater lae Mame Tha Aolo Mh el dual av 


~ 
~~ 


Bede 00a ( CR) | Correa | 1 be oa 
BUSH & CO. 


a4 en? ee a 


S.D. ALCOHOLS 


Fifteen U.S.I. sales divi- 


One hundred years of experience behind U.S.I. products assure you of consistent purity. 
sions throughout the country are your guarantee of prompt deliveries and ready service. Insure yourself with this 


double protection—uniform products and efficient service—by specifying U.S.I. alcohols. 


60 East 42ND Street, New York 


U.S. INDUSTRIAL ALCOHOL ED. Seances ca rey York 


World’s Largest Producers of Industrial Alcohol 


October, 1937 : 





140,000 PERSONS . ». men and women, die annually of cancer. Yet cancer, 


if discovered in time, can be cured . . . Purchase the label shown above, place 
it on your Christmas packages, and join one of the greatest crusades of our 


times: the fight against ignorance and fear of cancer. Help spread our mes- 


sage by doing your part... FIGHT CANCER WITH KNOWLEDGE! 


MAIL THIS COUPON 


New York Ciry Cancer Committee, 165 East 91st Street, New York 


For the $1 attached, send me 10 labels and 1 
year’s subscription to the Committee’s new pub- 
* 


lication, ‘‘The Quarterly Review. Name 


If a resident of New York State outside the City, 
write to: 
New York State Cancer Committee, Address 
Rochester, New York 
If outside the State, write to: 
American Society for the Control of Cancer, N.Y. 


THE NEW YORK CITY CANCER COMMITTEE 
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(Quotations on these pages are those made by local dealers, but are subject to revision without notice) 


ESSENTIAL OILS 


Almont Bit., per Ib. 
S. P. A. ; 
Sweet True 
Apricot Kernel 

Amber rectified 

Ambrette 

Amyris balsamifera 

Angelica root . 
seed 

Anise, U. S. P. 


Aspic (spike) Span. 


French 


Balsam, Peru 
Balsam, Tolu, oz 
Basil 

Bay 

Bergamot 

Birch, sweet 
Birchtar, crude 
Birchtar, rectified 
Bois de Rose . 


Cade, U. S. P. 

Cajeput . 

Calamus ; 

Camphor "white" 

Cananga, Java native 
rectified 

Caraway 

Cardamon, Ceylon 

Cascarilla 


$2.75@ $3.00 
2.60@ 2.75 
85@ .90 
30@ 35 
50@ .60 
(oz.) 46.00@ 
3.00@ 3.25 
75.00@ 
90.00@ 
1.50 Nom'l. 
1.35@ 
1.55@ 
5.50@ 
4.25@ 
2.40@ 
1.55@ 
3.90@ 
|.65@ 
15S@ 
15@ 
1.35@ 


50@ 


30. 00@ 38. 00 


Cassia rectified, U. S. P. 


Cedar leaf . 
Cedar wood . 
Cedrat 

Celery 
Chamomile 
Cherry laurel . 
Cinnamon 


Citronella, Ceylon 


Java 
Cloves Zanzibar 
Cognac 
Copaiba 
Coriander 
Croton 
Cubebs 
Cumin 
Curacoa peels 
Curcuma 
Cypress 
Dillseed 


Elemi 
Erigeron 
Estragon 
Eucalyptus 
Fennel, Sweet 
Galbanum 
Geranium, Rose 
Algerian 
Bourbon 
Spanish 


1.35 Nom'l. 
25@ 1.15 
24@ ~=.26 

4.15@ 

12.00@ 14.50 

5.50@ 8.00 

14.00@ 15.00 

8.25@ 25.00 
42@ _ ~=-«.46 
50@ = «.53 

1.18@ 1.25 

16.00@ 20.00 
64@ .66 
25.00 Nom'l. 

1.35@ 1.45 

2.85@ 3.00 

8.60@ 9.00 

4.85@ 5.25 

3.00@ 

12.00@ 

2.80@ 3.85 


> 35.00 
‘50 


Turkish 
Ginger 
Grapefruit 

Conc. ... 
Guaiac (Wood) 
Hemlock 
Hops . 

Hyssop 
Junper Berries 
Juniper Wood 


Laurel 

Lavender, French 

Lemon, Italian 
Calif 

Lemongrass 

Limes, distilled 
expressed 

Linaloe 

Lovage 


Mace, distilled 

Mandarin 

Marjoram 

Melissa 

Mustard, Genuine 
artificial 

Myrrh 

Myrtle 


Neroli, Bigarde, P. 


Petale, extra 


2.90@ 3.70 
8.25@ 9.50 
- 2.10@ 3.00 

. 24.00@ 
$3.10@ $3.50 
.. 105@ 1.25 
(oz.) 8.50@ 13.00 
... 40.00@ 50.00 


1.20@ 1.45 
50@ .60 


6.50@ 8.00 
3.50@ 7.50 
2.90@ 3.65 
2.75@ 

45@ 75 
5.75@ 6.25 
9.00@ 10.00 
1.20@ 1.30 
65.00@ 72.00 


1.30@ 1.40 
8.50@ 8.85 
6.30@ 6.75 
4.00@ 4.25 
8.00@ 9.00 
1.95@ 2.25 
10.00@ 

3.35@ 3.75 


1 15.00@130.00 
140.00@ 155.00 


55.00@ 75.00 (Continued on page 77) 


BUTYRATE 
NORTHWESTERN 


NORTHWESTERN 
CHEMICAL CO. 


The Largest Makers of Butyric Ether in the World 


WAUWATOSA, WISCONSIN 
INCORPORATED 1882 
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7 ESSENTIAL OILS 


Your Bath Crystals 
wilt have Christmas 


Gift Appeal 


eee if you use Solvay Snowflake Crys- 
tals as your bath crystal base. 


Women by the thousands recognize these 
brilliant, delicately beautiful crystals as a Christ- 


mas present always well received. 


But Snowflake also has a Christmas attraction 
to manufacturers of bath crystals. It “dresses up” 
nicely in colors and in transparent packaging, 
holds perfumes readily ... and it makes the 


front row on counters every time! 


Snowflake is a product with all the merits of a 
Christmas best seller. Order your Christmas sup- 
ply of Solvay Snowflake Crystals now. This safe 
bath crystal base will push this year’s sales higher 
than ever before! Write for full information to 


SOLVAY SALES CORPORATION 


Alkalies and Chemical Products Manufactured by 
The Solvay Process Company 


40 RECTOR STREET NEW YORK 
Boston Branch Sales Offices: Philadelphia 


Charlotte Cleveland Kansas City Pittsburgh 
Chicago Detroit New Orleans St. Louis 
Cincinnati Indianapolis New York Syracuse 


LD 


TRACE MARK REG. U.S. PAT. OFF 


SNOWFLAKE CRYSTALS 


MARK REG US MAT OFF, 


we have been supplying the 
careful buyer 


for three score years 


Oil Bay 
“ Bois de Rose Brazilian 

Cassia Redistilled U.S.P. 
Cananga Rectified 
Geranium African 
Geranium Bourbon 
Lemon Italian 
Orange Italian 
Peppermint Natural 


Peppermint Redistilled 


Vanilla Beans 


We carry complete stocks of the various 
qualities, and will be happy to submit 
samples and quotations at your request. 


Tonka Beans 


We cordially invite your inquiries. 


ARTHUR A. STILWELL & Co. 


INCORPORATED 
- IMPORTERS : EXPORTERS - MANUFACTURERS - 
601 W. 26th ST. 350 N. CLARK ST. 


NEW YORK CHICAGO 


“AN UNIMPAIRED RECORD SINCE 1878” 
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(Continued from page 75 


Nutmeg 


Olibanum ‘ 2 
Orange, bitter... 


sweet, W. Indian ........ 


Italian 
Spanish 
Calif. exp. 
dist. a 
Orris root, con. 
Orris root, abs. (oz.) 
Orris Liquid 


Patchouli ........ 
Pennyroyal Amer. 
French ; 
Peppermint, natural 
redistilled 
Petitgrain 
French 
Pimento 
ere re 
Pine needles, Siberia 


1.30@ 
5.00@ 
2.25@ 
2.25@ 
2.75@ 
3.00@ 


. 10.00@ 


5.00@ 
1.75@ 
1.50@ 
2.40@ 
2.65@ 
1.15@ 
2.35@ 
2.75@ 
3.00@ 
1.00@ 


1.40 


5.25 
2.60 
2.50 
3.75 
3.25 


5.50 
50.00 
25.00 


11.00 
8.00 
2.00 

1.65 
2.50 


Verbena 


Vetivert, Bourbon . 


Java . 


Wintergreen 


Wormseed . 
Wormwood 


Ylang-Ylang, Manila 


Bourbon 


4.00@ 8.50 
8.75@ 12.50 


. 15.00@ 25.00 


3.35@ 8.00 


2.90@ 3.10 
2.80@ 3.10 


".. 22.00@ 30.00 


5.00@ 8.00 


TERPENELESS OILS 


Bergamot 
Clove .. 
Coriander 
Geranium 
Grapefruit 


Sesquiter ‘less 


Lavender 
Lemon 
Lime, ex. . 


Orange, sweet .... 
. ae 


Petitgrain 
Rosemary 


3.25@ 4.00 
9.50@ 14.00 
4.00@ 5.00 
40.00@ 

8.00@ 12.50 


. 45.00@ 60.00 


85.00@ 
8.00@ 8.50 


.. 15.00@ 25.00 
. 54,00@ 72.00 
100.00@ 120.00 
. 90.00@1 15.00 


3.25@ 3.75 


Amy! Acetate 
Amyl Butyrate 


Amy! Cinnamate 


Amyl Cinnamate Aldehyde... 


Amy! Formate 


Amy! Phenyl Acetate .. 


Amyl Salicate 
Amyl Valerate 
Anethol 


Anisic Aldehyde 


Benzalydehyde, 
A2 ¢. 
Benzophenone — 
Benzyl Acetate 
Benzyl Alcohol 


Benzyl Benzoate 


Benzy! Butyrate 


Benzy! Cinnamate 


Benzy! Formate 


Benzyl Iso-eugenol .. 
Benzylidenacetone 


Borneol 
Bornyl Acetate 


|.75@ 
1.50@ 


2.50@ 4.00  Bromstyrol ................ 450@ 
Butyl Acetate .60@ 


Butyl Propionate 2.00@ 


Pinus Sylvestris .. . 145@ 
Pumillonis ... cecuw tue 


Rhodium, Imitation wes SIS 
Rose, Bulgaria (oz.) ....... 6.00@ 
Rosemary, French .......... 60@ 

Spanish wees 265@ 
I Cis sacedtu ate cna 1.70@ 


Saga, Clary He a ee . 90.00@ 
Vetivert, Java ...... .... 35.00@ 


Ylang-Ylang . 28.00@ 35.00 Butyraldehyde 12.00@ 
DERIVATIVES AND CHEMICALS Carvene . .. LI@ 


° Carvol 4.00@ 
oe 50% ....... 2.00@ Chain pine 4.00@ 
cetophenone .......... 1.35@ 2.00 
Cinnamic Alcohol ......... 3.00@ 
Sage, Clary ... 25.00@ Acetyl Iso-eugenol .. 7.50@ 8.00 Cianenlie Aldehyde 1.45@ 
Sandalwood, East India 5.50@ 6. Alcohol C 8 16.00@ 20.00 Cinnamyl Acetate 8.00@ 
Australia ee eee e ° ° 4.75@ le Cc. 9 26.00@ 40.00 Cinnamyl Butyrate . a is 12.00@ 
Sassafras, natural .......... 1.05@ I. Cc. 10 21.00@ 28.00 Cinnamyl Formate ......... 13.00@ 
artificial or 39@ cil 20.00@ 25.00 Gitral C. PL... 2.00@ 2.80 
Spearmint ss |.80@ 2. 00 C 2 .... 14.00@ 25.00 Citronellal ...... i araac daa 85@ 1.65 
Snake root . 11.25@ 13.75 Aldehyde C 8 -- S00 Citronellol .......... 2.00@ 2.60 
oa er ait Cc. 9 - OOD 7000 = Citrencllyl Acctaio _. 3.50@ 5.00 
GYPER on. c ccc cecceenne eee SIO 10.00 . teen seem oe Conmnaaie  300@ 3.50 
Thyme, red ... Sea 1.10@ 1.40 Cc 12 ie ri oe ; 26.00@ 32.00 Cuminic Aldehyde . 35.00@ 52.00 
White biscecvevenss Ve Cae C 14 (so-called) $13. 00@ Dibutylphthalate  . . 29@ 35 
14.00@ 14.50 C 16 (so-called) 13.00@ (Continued on page 79) 


Valerian 


PK. SHIPKOFF & CO 


Kazanlik + Bulgaria 


Sole Agents for United States.and Canada: 


COMPAGNIE PARENTO, Inc., 507 Fifth Ave., New York 


(Branches in principal cities) 


OTTO“ ROSE 


SHIPKOFF'S OTTO of ROSE®e 


¢ Own Distillation . . . is always uniform 


the BEST 


NEW YORK e 
GRASSE * 


ESTABLISHED 1840 
dILVYOdYOONI 


ZE6l 


and of one quality only. . 


Distributing depots: @ 
PARIS ° 


LONDON 
HAMBURG 
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U.S.P. POWDERED CASTILE SOAP 


POWDERED NEUTRAL SOAP 


+ 
SHAMPOOS (Liquid Only) 
COCONUT ¢ OLIVE OIL © CASTILE 
Specially prepared for repackaging 
CLARITY ASSURED 


Send for price list and samples 


KRANICH oe" COMPANY, INC. 


54-60 RICHARDS STREET BROOKLYN, NEW YORK 


THIS GRTEL 
LABORATORY FILTER 


has been perfected to 


satisfy numerous  cus- 

tomers who want a thor- 

oughly efficient and 

economical pressure 

type filter for laboratory 

purposes. Equipped 

with a gauge and with 

hand pressure pump. 

CANADIAN TRADE ... . Unusually convenient. 
Plain or Lithographed Tubes, of finest - Ideal for testing runs 
quality. Prompt delivery assured. . and for small batches. 
ALUMINUM SCREW CAPS You will want complete 


AVING STICK BOXES, ETC 
a WE ALSO MOULD BAKELITE AND details immediately! 
DUREZ CAPS FOR JARS AND TUBES 


COLLAPSIBLE TUBES| JERTEL ENGINEERING CORP. 
& CONTAINERS, Ltd. | fi Meecectorr, 8 Destpear of Uceid Hendon Cgeioment 
TORONTO .... SAMADA Bottle Fillers «»« Glass Lined and Stainless Steel Tanks 


DEPT. F. . 120 EAST 16th ST. . NEW YORK, N. Y. 
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(Continued from page 77) 
Diethylphthalate ...... 32@ 
Dimethyl Anthranilate ..... 7.00@ 
Dimethyl Hydroquinone .... 2.65@ 
Dimethylphthalate , 50@ 
Diphenlymethane ........ 1.70@ 
Diphenyloxide ......... 1.20@ 


Ethy| Acetate ; . 320@ 
Ethyl Anthranilate 6.25@ 
Ethyl Benzoate .... 1.20@ 
Ethyl Butyrate ........ 1.00@ 
Ethyl Cinnamate .. 3.50@ 
Ethy! Formate ............ 1.00@ 
Ethyl Propionate .... 1.245@ 
Ethy! Salicylate 7 1.15@ 
Ethyl Vanillin ............. 10.75@ 
Eucalyptol ... 58@ 
Eugenol er . 235@ 


Geraniol, dom. 1.15@ 
Geranyl Acetate .... 1.70@ 
Geranyl Butyrate ....... 6.00@ 
Geranyl Formate .. 5.00@ 


Heliotropin, dom. ... 2.20@ 

foreign .. ... 235@ 
Hydratopic Aldehyde ..... 25.00@ 
Hydroxycitronellal ..... . 2.00@ 


a ee .) 2.10@ 
Iso-borneol ...... 2.30@ 
lso-butyl Acetate .... 2.65@ 
lso-butyl Benzoate .. . 2.75@ 
Iso-butyl Salicylate .. 3.00@ 
Iso-eugenol ....... 3.50@ 
Iso-safrol ..... Peeters . 2.00@ 


Linalool ae . 2.10@ 
Linalyl Acetate 90 °, ee 2.45@ 


Linely! Anthranilate .. 15.00@ 
Linalyl Benzoate 10.50@ 
Linalyl Formate . 9.00@ 12.00 


Menthol, Japan .. 3.50@ 3.65 
Synthetic . 2.25@ 3.00 





Methyl Acetophenone .... 
Methyl Anthranilate 
Methyl Benzoate j 
Methyl Cinnamate ....... 
Methyl Eugenol .. 
Methyl Heptenone 


Methyl Heptine Carbonate. . 


Methyl Iso-eugenol .... 


Methy! Octine Carbonate mn 


Methyl Peracresol 
Methyl Phenylacetate 
Methyl Salicylate 
Musk Ambrette 
Ketone 
Xylene 


Nerolin (ethyl — 
Nitrobenzol . 
Nonyl Acetate . 


Octyl Acetate 


Paracresol Acetate .... 
Paracresol Methyl Ether 
Paracresol Phenyl-Acetate 
Para Cymene (gal.) .... 
Phenylacetaldehyde 50% 
100% Leta 
Phenylacetic Acid 
Phenylethyl Acetate 
Phenylethyl Alcohol 
Phenylethyl Anthranilate 
Phenylethyl Butyrate 
Phenyl Formate 
Phenylethy!| Propionate 
Phenyl Valerianate 
Phenylpropyl Acet. . 
Phenylpropy! Alcohol . 
Phenylpropyl Aldehyde 


Rhodinol 


Safrol .. 
Santalyl Acetate 
Skatol C. P. 
Styralyl Acetate 


Styralyl Alcohol . 
Terpenyl Acetate 
Terpineol, C. P. .. 
Thymene a 


Vanillin (clove oil) . 
(guaiacol) 
Vetiveryl Acetate : 
Violet Ketone one ; 
EE eaecadheon 
MO Kv cedasacdsmebias 5.25@ 
Yara Yara (methyl ester)... 1.50@ 


BEANS 


Tonka Beans, Para .... 1.25@ 
TN icc ck casks 2.50@ 


Vanilla Beans 
Mexican, whole 4.40@ 
Mexican, cut . 420@ 
Bourbon, whole .. 3.85@ 
South American . 4.25@ 


SUNDRIES AND DRUGS 


Acetone .. 05@ .06!/, 
Acid, muriatic, 

pounds ... , 2.45 

Sulfuric 66°, ton, drms. 28.00@ 35.00 
Alcohol, 190- a “a 4.14@ 4.68 
Almond meal ........... 21@ = .25 
Aluminum chloride .... ‘ 
Ambergris, ounce . 23.00@ 30.00 


Balsam, Copaiba 38@ = .40 
Peru ... 1.00@ 1.25 
COUiescakcedaess 52@ «60 

Beeswax, white ............ 40@ _ .45 
yellow rr os 29@ ~=.32 

Bismuth sub-nitrate 1.13@ 

Borax, crystals, carlot, ton.. 48.00@ 58.00 

Boric Acid, ton . . 125.00@ 140.00 


(Continued on page 80) 


HARRY E. PFALTZ 


Since 1927 


Creator of Distencteve Perfumes 


for the Trade 


206 West 19th Street New York City, N. Y. 


CHelsea 3-1419 
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(Continued from page 79) 
$.16@ 


Calamine Pie at 
Calcium, phosphate . 
Phosphate, tri-basic 
Camphor 
Castoreum ; 
Cetyl Alcohol . 
Pure ; 
Chalk, precip. . 
Cherry laurel water, din 
Citric acid 
Civet, ounce 
Clay, Colloidal 
Cocoa butter lump 
Cyclohexanol (Hexalin) 


.3@ 
55@ 
16.00@ 
15@ 
1.90@ 


4.75 
25 
5.00@ 


.20@ 
30@ 


15.00@ 


.28@ 
13@ 
1.20@ 
.28@ 
.0@ 
40@ 


12@ 
05@ 


.06@ 


Labdanum at 3.25@ 
Lanolin, hydrous ........... .I7@ 
anhydrous .20@ 


.06%4@ 
ae 19@ 
SN cs vacnuen 15.00@ 


09'2@ 


Oilbanum, tears 14@ 
siftings ... . . 08@ 
Orange flower water, gal. .. 1.50@ 


Fuller's Eearth, ton .. 


Gum Arabic, white 
Amber 

Gum Benzoin, Siam 
Sumatra 

Gum galbanum 

Gum myrrh 


Henna, powd. : 
Hydrogen peroxide . 


Kaolin 


Magnesium, Carbonate 
Stearate 
Musk, 


Naptha, cleaners, th. cars 


08@ .08 


03/2@ . 


.03@ . 


Orris root, powd. .. 


Paraffin : 

Petrolatum, white 

Potassium, Carbonate 
80@85°/, 
Hydroxide U.S.P. 
88@92%, 


Quince seed 


Rice starch 
Rose leaves, red 
Rose water, din 


Salicylic acid 

Saponin 

Salt, works, ton 

Soap, neutral white . 

Sodium, Carb. Crys. . 
58% light, 100 pounds 
Hydroxide, 76% solid, 100 
pounds 

Silicate, 40°, drums, works, 100 
pounds 

Spermaceti 

Styrax 

Sulfur, precip. 


.B3@ 


.04/,@ 


07@ 
14@ 
07@ 

36@ 


07/4@ 


15@ 


09@ 
1.95@ 


4.75@ 


40@ 
1.70@ 
14.80@ 
19@ 


- 01%@ 


1.23@ 
2.60@ 


80@ 
.25@ 
55@ 
17@ 


Tartaric acid ; . 24%4@ 


Titanium oxide . 
Tragacanth, No, | 
Triethanolamine 


Venice turpentine, gal. 
Violet flowers 


Zinc oxide, 
Peroxide 
Stearate 


U. S. P. bbls. é 


DRYAD AMBER 


.20@ 
3.00@ 


45@ 


35@ 
.5@ 


09'!,@ 
1.10@ 
21@ 


OILS AND FATS 


Tallow, N. Y. C. extra $ .07% @ 
Grease white .07', @ 
Lard ‘ cuesccut ae 
Coconut Oil, tanks 093%, @ 
Corn Oil, distilled, bbls...10 @ 
Red Oil, distilled, tanks...10 @ 
White, drums 13% @ 

Stearic acid 
Triple pressed 144%, @ 
Saponified 15 @ 
Castor No. |, tanks 10 @ 

Coconut, Manila Grade, 

0454 @ 


tanks 
0634 


Corn, crude, Midwest 
Southeast, 


mill, tanks 
Cotton, crude, 

tanks .. 
Lard, common No.1! bbls .1034 

Foots, barrels tt 
Palm, Niger, casks 043, @ 
Palm, kernel, tanks 043, 
Peanut Refined, barrels. ..10!/2 
Soya beans, mill, tanks. ...07/ @ 
Tallow, acidless, barrels. ..1994 @ 
Whale Refined, barrels....09'/7 @ 


GLYCERINE 
212 @ 


C. P., drums extra ...... 
Dynamite, drums extra .. .21/2 @ 
Saponification, drums 14, @ 
Soap, lye a a 


ROSIN 


Barrels of 280 pounds 
9.05 N 





ROSE 


Is quite different from any Powder Oil ever before offered to the Trade. 


LOS ANGELES 
CALIF. 


SAN FRANCIS 
CO, CALIF. 


KANSAS CITY 
MO. 


16 


Nominal 
05%, .06 
Nominal 
Nominal 


Nominal 


093, 


Its excellent aroma blends with all the finest perfumes. 


NEW ORLEANS 
LA. 


It is well fixed and does not require lengthy maturing in order that its exceptional qual 
ity may be evident when used. 


METHYL NAPHTHYL KETONE 
OF ABSOLUTE PURITY 


A basic aromatic chemical found to be most useful for imparting a desirable orange 


CHICAGO, ILL. 


DETROIT, MICH. 


blossom odor. Write us for quotations and also for information on other Vanillin Fabric CINCINNATI 


products. Oo 


BALTIMORE, 
MD. 


PRODUCT OF VANILLIN FABRIK 


P.R., DREYER INC, 


12 EAST 12th STREET ° NEW YORK 


HOUSTON, 
TEXAS 


DES MOINES, 
lA. 


PHILADELPHIA 
PA. 
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YI 
modernized packages will not sell 


( antique ) 
( FACE ) 
POWDER 


“COTTRELL PROCESS” TALC 


Whittaker, Clark & Daniels, Inc. 


260 West Broadway 
New York City 


The Modern and up-to-date 
Face Powder employs 











BeTTLES 
BeTTLES 
BeTTLES 


No. 1347 No. 224 No. 121 


es, sizes . . . exclusive designs . . . machine 
made, hand made . . . sold separately or as com 


... for perfume, toilet preparations, 


2S If you use bottles (especially small O to be sure 


on will find it profitable to send for our 
illustrated price lists. Write today! hh 

than sorry 

GLASS PRODUCTS co. New York Office: H. R. M. Gordon 


GLASSWARE 331 Madison Ave., Tel. VAnderbilt 3-2258 
VINELAND « NEW JERSEY St. Louis: W. W. Hoernlein 
New York: L. A. Barber, 1123 Broadway. 100 North Broadway Building, Tel. Central 8184 
St. Louis, Mo.: Woodson Barnhart, 200 So. Commercial St. REPRESENTATIVES IN OTHER PRINCIPAL CITIES 
Atlanta, Ga.: Warren M. Curry, 2895 Peachtree St. 


October, 1937 





—— am a KIESELGUHR 
EXTRA, r : {Infusorial Earth] 


: “ 
c | Send for Sample 
Nae ' and Prices 


fr 
; 


FOR USERS OF 


LANOLIN 


ABSORPTION 
BASES AUGUST GIESE & SON 


| 121 EAST 24th STREET, NEW YORK 
To meet the demands of those Established 1870 
manufacturers who prefer an 
absorption base which looks 
somewhat like lanolin, we 


have devel 
a iy JUST PUBLISHED 


ISO-LAN + se enh alent 


FLAVORS and ESSENCES 


ISO-LAN is semi-liquid at | By M. H. GAZAN 


room temperature, and in ap- 


bl l ae This new-type formula book gives you brand-new formulas, 
pearance resembles anolin, | most of which have never been published before. Every formula 
: : has been carefully tested. Every product is highly concentrated, 

but is less tacky and odorif- ae ee eee 
very soluble, and may be kept for several years without change 
erous. or deterioration. Except for a few, no equipment is required. 
And even those few may be prepared without equipment if 
desired. All raw materials are obtainable in the open market. 


Every formula may be used freely by every purchaser of 
the book. The formulas are so new and so valuable as to offer 
e a real commercial advantage. They combine richness of flavor, 


strength, permanence, and low cost. They include fruit flavors 


mineral waters, ice creams, custard powders, etc.—Fruit ethers 
for boiled goods and sweets—Wine flavors for distillers, confec- 


153 WAVERLY PLACE « NEW YORK | tioners, etc.—Oil compounds, herbal and other extracts. The 


complete index and valuable tables enable any reader to pro 


corp | and essences for the manufacturer of confectionery, syrups, 


duce the essences without difficulty. 
Send for This Valuable Book TODAY! 


— 5! am —Prj 
325 W. Huron Street, Chicago Cloth—5!/p x 83%4—Illustrated—Price $10.00 


245 Union Boulevard, St. Louis 


2260 East 15th Street, Los Angeles ROBBINS PERFUMER COMPANY, Ine. 


80 Boylston Street, Boston 
372 Bay Street, TFotenteo 9 EAST 38TH STREET - - - - NEW YORK 
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(Continued from page 32) 


ing to the fact that these can neu- 
tralize acids, their employment, in 
the light of present knowledge must 
be condemned. The production of 
absolutely neutral face-powders pre- 
sents no special difficulties, and need 
not detain us here. 

It may be said that in general no 
cosmetic which is to be used day in 
and day out should exhibit a pH 
value greater than 7. Alkaline 
creams and the like may be, and in- 
deed are, definitely useful in special 
circumstances, as when, for instance, 
skin irritation results from excessive 
acidity. But they are not suited for 
general use. 

The advantages of a pH below 7 
are obvious. Applied to the skin im- 
mediately after washing with soap 
and water, they at once restore the 
status quo. Their preparation calls 
for emulsifying agents other than 
soaps, except in the case of stearic 
acid creams. 

A number of such emulsifying 
agents are now on the market con- 
cerning which the following notes 
may be helpful. 

Providing a suitable emulsifying 
agent is employed, the required de- 


= = ee a. 
ynonymouc” 


aauitcnerons 
SERMANN 4 


again. 


More women are using it. 


gree of acidity may be obtained by 
the incorporation of such acids as 
citric, tartaric and lactic. Lemon 
juice may also be used. Lemon juice 
contains vitamin C, and this, accord- 
ing to Dr. Fred Winter (Am. Perf., 
Oct., 1936), exercises a whitening 
effect on the skin. He gives no evi- 
dence, however, for attributing the 
property in question to vitamin C, 
and that it possesses this virtue may 
be doubted. On the other hand, 
the marketing of alleged “lemon 
creams” which contain no lemon 
juice, but are merely lemon-colored 
or have a lemon perfume, is a prac- 
tice not to be commended. 
these 


Some of 
spurious lemon 
alkaline in reaction. 


creams are 


Absorption Bases 
for Acid Creams 


Acid creams can eas- 
ily be produced by means of the var- 
ious “absorption bases” which are 
now on the market. As, however. 
these bases usually consist of nothing 
more than cosmetically worthless 
mineral wax plus a small proportion 
of either cholesterol or oxycholesterol 
or a mixture of both, it is both wiser 


and cheaper to use one or other of 


of perfume promise to reach an all-time peak. 


these latter products, plus such waxes 
or fats as may be desired. Oxycho- 
lesterol is the more effective emulsi- 
fying agent of the two; and about 7 
parts per thousand calculated on the 
finished cream suffices. The creams 
are of the water-in-oil type; and are 
best prepared in the cold. Higher 
fatty alcohols, such as cetyl and stea- 
ryl alcohols, can be similarly used, 
but considerably higher proportions 
are necessary. 

Different emulsifying agents are 
required if creams of the oil-in-wa- 
ter type are desired. 


Glyceryl 
Monostearate 


Glyceryl monostear- 
ate calls for special mention. This 
substance. contrary to what might be 
inferred from many published for- 
mulae, is not, when used alone, an 
effective emulsifying agent. It is com- 
monly employed in an alkaline mix- 
ture containing a little soap. Thus 
employed, it is, of course, quite un- 
suitable for the production of acid 
cosmetic creams. On the contrary, 
however, these latter creams may be 
made by the aid of glyceryl mono- 


(Continued on page 84) 


» The Rising Market for Perfume 


Perfume—or to use the old trade term, “handkerchief extract”—is coming into its own 
And more women are using more of it. This year’s sales 


Here are nine perfume oils that express the notes in greatest vogue among discriminating 


women today. 


compositions of distinction and marketability. 


Leonelle $16.00 lb. 
Delysia $20.00 Ib. 


October, 1937 


Percine $65.00 Ib. 


Zeta $24.00 Ib. 


In them is crystallized a third of a century's experience in creating perfume 


Fontanelle $50.00 Ib. 


Bouquet Royale $18.00 Ib. 
Gardenia 12 $25.00 lb. 
Chandeau $45.00 Ib. 


Bouquet Moderne $45.00 Ib. 


Samples upon request 


Pioneer American Manufacturers of 


VAN DYK & C0. senmrn f | | i 


EXECUTIVE OFFICES AND WORKS: 


57 WILKINSON AVE., JERSEY CITY, N. J. 


LOS ANGELES 


1282 SUNSET BOULEVARD 





(Continued from page 83) 
stearate plus a trace of a suitable 
sapamine salt, salt of di- 
ethylamino-ethyl-oleylamide. T h e 
use of glyceryl monostearate and re- 


such as a 


lated products in both forms of com- 
bination is patented in Great Britain. 
| do not know the position in Amer- 
wa. 


Sulfonate Alcohols 


An alternative emul- 
sifying agent, which is very effective, 
is obtained by converting commer- 
cial mixtures of cetyl and stearyl al- 
cohol into the sulfates and 
neutralizing with soda. These “sul- 
fonated” alcohols, as they are called, 
are usually marketed in the form of 
about 90 per 

10. per 
For most 


acid 


mixtures 
cent. of free 
cent. of sulfated product. 
purposes, the proportion of sulfated 
alcohol is too high, 
about 1 to 2 parts of this product 
per 1,000 parts of finished cream 
suffices to produce a 
emulsion. It is desirable 
to use mixtures of the 10 per cent. 
sulfated alcohols with relatively high 


containing 
alcohols and 


as so little as 


good and stable 
therefore 


proportions of the corresponding free 


alcohols. 


MODEL S-IMPRO 


The most flexible labeling machine. Easily 
equipped for labeling any size bottle or 
jar. Many exclusive mechanical features, 
developed by manufacturing experience 
of more than thirty-five years. 


Economic Machinery Company 
WORCESTER, MASS. 


Makers of complete line of automatic 


VED 
WORLD 
No Oa 


this 
since it means the employment of a 


Theoretically, seems wrong, 
small proportion of an agent tending 
to produce an oil-in-water emulsion 
with a large proportion of an agent 
exhibiting the tendency. 
Nevertheless, it works well in prac- 
tice, satisfactory creams of the oil-in 


opposite 


water type resulting. Temperatures 


ranging from 60 to 80° C. should be 


used. 


Marketing Acid 
Cosmetics 


The marketing of 
acid creams calls for careful atten- 
tion. So far as lemon creams are 
concerned, the demand already ex- 
“guaranteed 
to contain pure lemon juice” 


ists; and the statement 
is pret- 
ty certain to prove a big sales aid. 
On the general question of acid ver- 
sus alkaline cosmetics. 
public needs 
minds the 


however, the 
educating. In 
word “acid” 
with such caustic products as oil of 
vitriol. In England, a little, but very 
little, has appeared in the popular 
press concerning 


some 
is associated 


acid creams. At- 


should be directed to this 


matter in 


tention 
America. 


m@ | QUALITY . 





ote me eed 


and semi-automatic labelers. 


NEW COMPANIES 

B. S. C. Laboratories, Inc., New 
York, cosmetics, 200 shares no par 
value. Filed by Martin P. O'Leary, 
Manhasset, L. I. 
of Pine, Inc., New York, 
200 shares no par value. 

Samuel Silverman, 274 
Madison Ave., New York. 

Horvita, Inc., New York, cos- 
metics, 100 shares no par value. 
Filed by Edison & Traub, 12 E. 41st 
St., New York. 

House of Del-Van, Inc., 611 Citi- 
zens Trust Bldg., Fort Wayne, Ind., 
cosmetics, 2500 shares no par value. 
Filed by E. Ross Adair. Incorpora- 
tors: Francis E. DeWan, Cecil R. 
Welch, and Herbert Sauerteig, all of 
Fort Wayne, Ind. 

Hart Drug Corp., Evansville, Ind., 
drugs, alcoholic beverages, cosmetics, 
etc., 100 shares no par value. In- 
corporators: Arthur C. Stone, Harvey 
Miller, and Robert Young. Filed by 
Arthur C. Stone, Evansville, Ind. 


House 
cosmetics, 


Filed by 


Petition in Bankruptcy 
Soap Products, Ltd., 15 Laight St., 
New York, Involuntary by Talmadge 
Printing Co. on claim for more than 
$1,000. 


QUALITY 


QUALITY + 


- ABONITA LINE _ 


32 Years of Quality Service to the 
Manufacturing Trade 


SPECIALIZING 


IN 


HAND-MADE 
ROUGES 


TRULY INDELIBLE 
LIP STICKS 


PERFECT 


CREME ROUGE, EYEBROW 
PENCILS, COSMETIQUE (Mascara) 


QUALITY 


FACE POWDER, bulk or packaged. 
Tap-it-pac 


Loose Powder Vanities 


Eye-Shadows 


* 
SPECIAL FORMULA WORK INVITED. 
PUREST INGREDIENTS OF FINEST QUALITY 
EVERY PRODUCT FULLY GUARANTEED 


ABONITA 
COMPANY, INC. 


24 to 30 So. Clinton St. 


CHICAGO, ILL. ‘ 
QUALITY + QUALITY 
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SOLID 


PERFUMES 


by JOSEPH PARENTINI, Chief Chemist, Spooner, Inc. 


There has been very little atten- 
tion given to the manufacture and 
sale of solid perfumes, yet this prod- 
uct has unlimited possibilities. It has 
many advantages over liquid per- 
fumes as it is much more economical 
to use, will not evaporate, and has 
no chance of spilling. 

After considerable experimenta- 
tion, | have developed a number of 
good methods and formulas for this 
product. For example, 500 parts of 
parafline wax are melted on a water 
bath at a slow and gentle heat. When 
this is melted, add 50 parts of the 
desired essential oils and .5 parts of 
When this is dis- 


agitate vigorously and pout 


menthol crystals. 
solved, 
at a temperature of 160 degrees 
Fahrenheit into the desired con- 
tainers. 

Then, there is the stearin type; a 
This is made as 
5 parts of stearin are melt- 
ed and mixed by constant agitation 


very good product. 
follows: 


carbonate 
and 93 parts of strong toilet water, 


with .5 parts of sodium 


75% alcohol by volume, 1.5 parts of 


x 


Ps ae 
@ 


pulverized rosin soap of the very 
Allow this mixture to 
heat in an autoclave for a period of 
30 minutes. 


best grade. 


Then pour into suitable 
moulds. 

The following formula is consid- 
ered the best because it does not con- 
carbon and will 
not leave stains of any kind whatso- 


tain soap, waxes or 


ever. The preparation is made by 
adding 2 parts of potassium diace- 
tone frutose-sulphate, 10 parts of es- 
sential oils to 80 parts of alcohol 
190 proof, Stir 
gelled. The 


fied almost instantly to a mass of a 


vigorously until 
alcohol becomes soli- 


consistency of a semi-hard soap. This 
is packed cold into moulds, the same 
method as packing vanishing cream. 
It makes an ideal product and has 
great possibilities if packed in col- 
lapsible tubes. 

There are also great possibilities 
in the marketing of a solid 


. one 
cologne . 


eau de 


this type may be obtained by the fol- 
lowing process: 9 parts stearic acid 


T. P. are dissolved in 50 parts of al- 


An excellent product of 


cohol. To this, add | part KOH 
pellets and dissolve in 40 parts of 
H.O. The two solutions are heated 
over a water bath until a clear liquid 
is obtained. Pour the KOH solution 
into the stearic acid solution, stir- 
ring constantly. Then add the de- 
sired amount of essence of eau de 
cologne. It is now ready to be 
poured into the desired moulds. 


Italy's “National” Soap 

The Italian authorities have de- 
cided that a national “Unity soap” 
shall oust all other brands from the 
market. The soap industry is or- 
dered to concentrate exclusively on 
the manufacture of this “tipo unico” 
as far as the household and laundry 
soap market is concerned. The prices 
of all competing soaps have been 
raised by decree, so that they are au- 
tomatically undercut by the unity 
soap, priced at 240 lira per quintal 
wholesale and 255 lira retail. The 
retail trade is brought into line by be- 
ing supplied with other soaps only 
on condition that so much unity soap 
is first placed on sale. Stringent reg- 
ulations of this kind cannot but seri- 
ously affect Italy's soap production. 


ace TAS ALAA 1d) - Haas 
Pe Cra| 


ANHYDROUS and HYDROUS, 


- 8 Qcys Uni Lon 


Always light in color 
odor. . 


always sweet in 
always satin-smooth in texture. 


In ALL WAYS Nimco Lanolin meets every 


requirement for a better Lanolin. 


October. 1937 


Try it and see the improvement. 


Testing samples available. 


MALMSTROM 


147 LOMBARDY STREET y 


& CO 


BROOKLYN, N. 








Your own brand 
of cosmetics ... 


must bring you a satisfactory profit— 
but above all must possess merit and 
distinction. 


WE ARE 
HEADQUARTERS for 


Essential Oils 
Aromatic Chemicals 
Natural Flower Oils 
Synthetic Flower Oils 
Modern and Distinctive 
Perfume Basics 
Distinctive and Characteristic 
Flavor Oils 
Perfumers’ Tinctures 
Fixatives (for Perfumers} 
Resinoids 
Terpeneless and 
Extra Concentrated Essential Oils 
Floral Waters Oleo Resins 
Fruit Esters Balsams and Gums 


Beautiful COLORS of proven merit 
* 

y OU owe it to yourself to investigate our com- 

plete line. We also have the facilities to 
render you an unusual service, whether it be a We list only the fast selling items. If what 
problem in fixation, an outstanding odeur, a you need is not listed, let us know and 
delectable flavor or a sparkling color. Duval we will advise you promptly regarding it! 
leaves nothing to chance. A Duval label is your 
guarantee of a dependable product. You will 
find that it will pay you to buy products bear- 


Our own formulas are the result of 
thirty years of experience—but we can 
develop your formulas if you so prefer. 


You can buy our products in packages 
completely finished for resale, or pack- 
aged but not labeled, or in bulk if you 
want to do your own packaging. 


Check in the appended list the items 
you wish to stock, or send for one of our 
confidential price lists. This carries no 
obligation to purchase. 


CREAMS 


Sundries (Cont'd) Liquids (Cont'd 


ing our quality mark. Write us for samples— 
Compare them point-for-point, price against 
price. 


TURTLE OIL (100% Pure) 


Contains vitamins A and D, True Turtle Oil 

has no equal as an absorbtion base in Face 

Cream. 

Samples and Prices Gladly Sent on Request 
With Full Information as to Its Use 





Acne 

All Purpose 
Bleach 
Cleansing 
Cocoa Butter 
Cold 
Foundation 
Lemon 
Tissue 
Beauty Mask 
Clay Pack 
Deodorant 


SUNDRIES 
Rouge Compact 
Lip Sticks 


The 


Cream Rouge 
Eye Shadow 
Dusting Powder 


LIQUIDS 
Perfumes 
Toilet Water 
Shampoo 
Hair Tonic 
Lotions 

Skin Tonics 
Astringent 
Brilliantine 
Powder Base 
Muscle Oil 


After Shave 
Lotion 
Deodorant 


FACE POWDER 


More than 70 
shades of the 
highest grade in 
Light, Med. and 
Heavy weight 
carried in stock. 
The quality of 
our Face Pow- 
der has a world 
wide reputation. 


linker 


MFG. aE GS. CO, 





9200-9210 Buckeye Rd., Cleveland, Ohio 





The American Perfumer 





Tuis department is conducted un- 
der the general supervision of How- 
ard S. Neiman, contributing editor 
on patents and trade marks. This 
report of patents, trade marks and 
designs is compiled from the official 
records of the Patent Office in Wash- 
ington, D. C. We include everything 
relating to the four coordinate 
branches of the essential oil industry, 
viz.: Perfumes, Soaps, Flavoring Ex- 
tracts and Toilet Preparations. 

Of the trade marks listed, those 
whose numbers are preceded by the 
letter “M” have been granted regis- 
tration under the Act of March 19, 
1920. The remainder are those ap- 
plied for under Act of February 20, 
1905, and which have been passed 
to publication. 

Inventions patented are designated 
by the letter “D.” 

All inquiries relating to patents, 
trade marks, designs, registrations, 
copyrights, etc., should be addressed 
to 


PATENT AND TRADE MARK 
DEPARTMENT, 
THE AMERICAN PERFUMER, 
9 East 38th St., New York City. 


Trade Mark Registrations 
Applied for 
(Act of Feb. 20, 1905) 


These registrations are subject to opposi- 
tion within thirty days after their publica- 
tion in the Official Gazette of the United 
States Patent Office. It is therefore sug- 
gested that our Patent and Trade Mark 
Department be consulted relative to the 
possibility of an opposition proceeding. 


353,396.—See Illustration. John Hanser, 
Jr., doing business as John Hanser Soap 
Co., Milwaukee, Wis. (1919.)—Soap flakes. 

366,095.—See Illustration. Gordon-Allen, 
Ltd., Oakland, Calif. (Mar. 15, 1935.) 

Clothes washing soap. 

368,171.—See Illustration. E. Frederics, 
Inc.. New York. (June 27, 1935.)—Hair 
rinse, 

378,744.—“LES DRAGS.” Fernand Ca- 
pelle, Lamouroux, France. (Oct. 2, 1935.) 

Perfumes, toilet lotions, lipsticks, eye- 
brow pencils, face powders. 

368,328. — See Illustration. Guardian 
Products Corp., New York. (Oct. 5, 1936.) 


October, 1937 


Conducted by Howard S. Neiman 


Vanity kits used in the feminine treat- Seattle, Wash. (Jan. 16, 1937.) —Shampoo. 
ment of the eyes and eyelashes and con- 391,016—"“KAKETEX.” George Arras, 
taining creamed mascara, eye shadow. New York. (Mar. 24, 1937.)—Flavoring 

387,523.—See Illustration. William Stu- extract for food purposes. 
art Symington, New York. (Dec. 11, 1936.) 391,147.—See Illustration. "Reiss & Bern- 

Reducing cream and a skin cream. hard, Inc.. New York. (Mar. 1, 1930.) 

389,466.—See Illustration. August Wil- Flavoring extracts. 
liams Meyer, doing business as Meyer 391,760.—See Illustration. Harvan Prod- 
Drug Co., Honolulu, Hawaii. (June 15, ucts, Inc., New York. (Mar. 1, 1937.) 
1936.) —Perfumes. Preparation in liquid or cream form for 


390,079.—*Millerine.” Millerine Co., Inc., (Continued on page 88) 
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(Continued from page 87) tonic and astringent, finger nail 
and cuticle softener. 
external application for aiding reformation 393,618.—See Illustration. He 
































& Co., New York. (June, 1936.)—Toilet mask. 
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(-] Beauty Mask (} Mosquito Cream 
[_] Deodorant | Eye Shadow 

[-] Cleansing Cream [_] Perfumes 

[-] Acne Treatment _[_] Shampoo 

[-] Cold Cream ] Lotions 

(_] Rouge Compact [] Face Powder 















PURE WHITE ¢ EXTRA QUALITY 
U.S. P. and 100% PURE 


OVER 85 YEARS OF CONTINUOUS BUSINESS 
IN THE UNITED STATES—ESTABLISHED 18592 












cleanser, 


lena Ru- 
of parts of the human body. binstein, Inc., New York. (Nov. 28, 1936.) 
391,765.—See Illustration. S. H. Kress Astringents, face lotion, and a_ face 


soap, soap, shaving soap, shaving cream, 393,790.—See Illustration. Air Condi 
shampoo soap, bath soap tablets, and shav- tioned Fabrics Corp., New York. (Mar.. 
ing sticks. 1935.) —Toilet soaps. 

391,814.—See Illustration. S. H. Kress 393,804.—"VAPACK.” Fuld Bros., Bal- 
& Co.. New York. (Nov., 1935.) Cleans- timore, Md. (Sept., 1935.) Deodorant ma- 


ing tissue. terials. 

392,362. See Illustration. Hercules 393,864.—"EL ZAMBU.” Earl B. Me- 
Powder Co., Wilmington, Del. (Apr. 14, Kinney, New York. (July, 1934.)—Cos- 
1937.) —Rosin soap. metics. 

392.415.—See Illustration. The Dandro- 394,041. See Illustration. Kaufmann De- 
Nox Co., Baltimore, Md. ( Apr. 6, 1937.) partment Stores, Inc., : Pittsburgh, : Pa. 
Scalp treatment preparation. (Mar. 2, 1987.) Paper tissues in the form 

392,575.—See Illustration. The American of face wipers. ee . : 
Hair Design Institute, Inc., New York. 394,144. “AFFECTION. Parfumerie 
(Apr. 7, 1937.)—Hair tonic, shampoos, oa Denie, New York. (June 9, 1987.) 
face powder, face cream, rouge, lipstick, Toilet’ preparations. 
and astringent. 394,225.—-See Illustration. Grace Dono- 

392,887, 392,888, 389,893.—“ECOUTEZ- hue, Inc., New York. (Feb., 1935.) —Fa- 
MOI,” “SATIN,” and “GERBES FOL- “ial and skin creams. 

LES,” respectively. Parfumerie Violet, 394,234.—See Illustration. Kraft Prod- 
S. A., Paris, France. (Jan. 13, 1926, Mar. ucts Co., Altoona, Pa. (Mar. 1, 1934.) 
5, 1926, June 30, 1922, respectively.) Cleaning compounds for general use. 
Perfumes, face powder, talc, toilet creams, 394,268.—See Illustration. Max H. Ber 
rouges, lipsticks, nail polish, hair coloring liner, Seattle, Wash., and New York, N. Y. 
for eyelashes and eyebrows. (Apr. 23, 1937.)—Liquid preparation for 
392,982.—See Illustration. Ho Yee Hong, the treatment of the hair and scalp. 
doing business as H. Y. H. Factory, San 394,309. “Dent-o-Bar.”. Elmer W. 
Francisco, Calif. (Feb. 17, 1936.) —Tooth- Schuessler, doing business as Air-O-Dent 
paste. Co., Chicago, Ill. (May 27, 1937.)—Denti- 
392,987.—See Illustration. Cleanthe E. frice. 
Logotheton, doing business as The Eustace 394,350. See Illustration. Robinson 
Co.. New York. (Mar. 26, 1937.)—Face Bros. & Co., Inc., Portland, Me., and Mal- 
and hand lotion, tissue toning cream, skin den, Mass. (Jan. 25, 1902.)—Soap. 


Your Own Product S| 


Check your needs 


(_] All purpose cream [] Cream Rouge 


(] Lip Stick 


Check the above list and send it to 
the Solo Laboratories for prices and 
samples without obligation. A mod- 
ern laboratory and expert technicians 
assure you of a product that will get 
repeat sales. 







THEODOR LEONHARD WAX CO., Inc. 
HALEDON, PATERSON, N. J. 


Long Distance Telephone: SHerwood 2-1444 











Western Distributor: 
\. C. DRURY & CO., Inc 
219 E. North Water St 
Chicago, III. 







Solo 


every type of quality cosmetic, 
Packaged or in bulk. 


SOLO LABORATORIES, INC. = 


341 W. Austin Ave. Chicago, Illinois = 








Laboratories 


394,384.—See Illustration. Pro-Phy-La 
Tic Brush Co., Northampton, Mass. (Sept.. 
1884.)—Tooth powder. 

394,424.—See Illustration. Rain  Lab., 
Inc.. New York. (June 1, 1937.)—Soaps. 

394,451.—“FRENCH CANCAN.” E. Dal 
troff & Cie., doing business as Parfumerie 
Caron, Paris, France, assignor to Caron 
Corp. of New York. (Apr., 1936.)—Per- 
fumes, toilet waters, face and toilet pow 
ders, powder and rouge compacts, rouges, 
lipsticks, bath salts, lotions for the skin 
and hair, and sachets. 

394,501.—See Illustration. Mystic Labs., 
Inc., Jersey City, N. J. (May 12, 1937.) 
Deodorant preparation. 

394,542. — “REALIZATION.” Lentheric, 
Inc.. New York. (June 22, 1937.)—Per- 
fumes and cosmetic creams. 

394,600, 394,601. See Illustrations. 
Golden Glint Co., Inc., Seattle, Wash. 
(May, 1937.)—Hair rinse preparation. 

394,669.—“WINDSHIELD WIPER VAN. 
ITY.” Mark Cross Co.. New York. (May 
1, 1937.)—Vanity compacts including base 
metal cases having powder and rouge fill- 
ers. 

394,680.—See Illustration. Robert  P. 
Schmidt, doing business as Morning Glo 
Labs., Chicago, Ill. (Apr. 26, 1937.) 
Olive oil shampoo. 

394,733.—See Illustration. Standard Mail- 
ing Machines Co., Everett, Mass. (April 
20, 1937.)—Cleansing creams for removy- 
ing duplicating ink, carbon paper stains 
and the like from the hands. 

394,799.—See Illustration. Parfumerie St. 
Denis, New York. (June 29, 1937.) —Toilet 
preparations. 


(Continued on page 89) 
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(Continued from page 88) 
394,838.—“STAR YOUR LOOKS.” The 
House of Westmore, Inc., Los Angeles, 
Calif. (May 25, 1937.) 
manicure preparations. 

394,847. —“MOLLITOL.” Los Angeles 
Soap Co., Los Angeles, Calif. (May 20, 
1937.) Shampoo with a soap base. 

395,041. — “MED-I-Kay.” Lucky Tiger 
Mfg. Co., Kansas City, Mo. (May 7, 1937.) 

Medicated cream for use as a cosmetic 
and in the treatment of chapped, chafed, 
irritated or sun-burned skin. 

395,071. “ORIENTAL.” Lanman & 
Kemp-Barclay & Co., Inc., New York. 
(1864. ) 
beautifying the hair. 

395,089.—"“PINESEPTIC.” The  Pine- 
trine Co., Inc., New York. (Mar. 25, 1931.) 

Greaseless cream and skin lotion. 

395,095. See Illustration. Kathleen 
Mary Quinlan, Inc., New York. (June 23, 
1937.) —Perfume. 

395,127. — “BEACHCOMBER.” Thorpe 
Deakers, Los Angeles, Calif. (Apr. 29, 
1937.)—Face creams, sun tan creams, 
creams, oils and lotions for the prevention 
of sunburn, sunburn balm, after shave lo 
tion, ete. 

395,139. — See Illustration. Midway 
Chemical Co. Chicago, Ill. (Jan. 22, 
1937.)-Dog soap. 

395,160.—See Illustration. Wilson & Co., 
Inc., Chicago, Tl. (Mar., 1898.)—Toilet 


Cosmetics and 


Preparation for preserving and 


soap. 

395,604.—See Illustration. Bo-Kay Per- 
fume Co., New York. (May 21, 1937.) 
Perfumes. 


395,S09.-See_ Illustration. Evans Case 


Co.. North 
1937.) 
composition. 

395,965.—"“COLONY.” Jean Patou, Inc., 
New York. (July 28, 1937.) —Perfumes. 

396,313.—See Illustration. W. T. Grant 
Co., New York. (July 6, 1937.)—Powder 
puffs. 


Attleboro, Mass. (June 21, 
Compact cases of base metal or 


Trade Mark Registration Granted 
(Act of March 19, 1920) 


These registrations are not subject to 


opposition. 


M350,340.—See Illustration. Katz Drug 
Co., Kansas City, Mo. (Jan. 27, 1934. 
Serial No. 388,941.)—Tooth paste. 


Patents Granted 


2,091,162.—Fixing agents for perfumes 
and other volatile compounds. Walther 
Schrauth, Berlin-Dahlem, Germany, assign- 
or to Deutsche Hydrierwerke Aktiengesell- 
schaft, Berlin-Charlottenburg, Germany. 

2,091,217.—Slidable closure for tubes 
and other containers. Karl Ruetz, Zurich, 
Switzerland. 

2,091,246.—Tube closure. 
Honeyman, Portland, Ore. 

2,091,313. Depilatory. 
Grant, New York. 

2,092,355.—Combined vanity case and 
flashlight. Patrick Mailloux, West War- 
wick, R. I. 

2,093.685.—Lipstick holder. Simon Mor- 
rison, New York. 

2,093,928.—Liquid soap. Walter C. Pres- 
ton, Cincinnati, and Herbert S. Coith and 
Robert A. Duncan. Wyoming, Ohio, as- 


Arthur A. 


William M. 


M-W- PARSONS 


IMPORTS 


AND 
LABORATORIES - INC- 


PLYMOUTH ORGANIC 





signors to The Procter & Gamble Co., Cin- 
cinnati, Ohio. 


Designs Patented 


D105,808.—Bottle. 
Brooklyn, N. Wa 

D105,848.—Vanity case or similar ar- 
ticle. David W. Dunberg, New York, as- 
signor to Jacques Kreisler Sales Corp., 
New York. 

D105,972. 
New York. 

D106,015.—Compact or similar article. 
Arthur P. Conant, Fort Thomas, Ky., as- 
signor to Lucien Lelong, Inc., Chicago, 
Ill. 

D106,053.—Dispenser for tooth paste, 
shaving cream, and the like. Garnet Adam 
Maguire, Saint Johns, New Brunswick, 
Canada. 


Samuel Schein, 


Compact. Ernest Steiner, 


Canadian Patents 
and Trade Marks 


Tue increasing international trade 
relations between the United States 
and Canada emphasize the impor- 
tance of proper patent and trade 
mark protection in both of these 
countries in order that the expansion 
of business may not be curtailed by 
legal difficulties. 

For the information of our read- 
ers, we are maintaining a department 


(Continued on page 91) 


TELEPHONE BEEKMAN 3-3156-3162 
CABLE ADDRESS PARSONOILS, NEW YORK 


55 ANN STREET 
NEW YORK-:-N-Y-U-S-A- 








PLYMOUTH ZINC STEARATE U.S.P. 


Constant improvements made by us as manufacturers of all of the Stearates over a 
period of twenty-five years have led to the final development of PLYMOUTH ZINC 


STEARATE SPECIAL "A" grade. 


This new product is a particularly white, smooth, 


light, fluffy and ODORLESS material, representing the finest Zinc Stearate which can 


be made. 


for a prolonged period. 


In addition to having no odor it will not develop offensive odors if kept 


You are sure that the original odor you give to your face 


powder will be the same a year from its manufacture if you use PLYMOUTH ZINC 


STEARATE U.S.P. SPECIAL "A." 


It is practically free of Zinc Oleate. 


We also manufacture a superlative grade of PLYMOUTH MAGNESIUM STEARATE. 


A complete 


October, 1937 


line of 


Cosmetic 


Raw 


Materials 





METAL - EMBOSSED 
ENGRAVED 
DIE STAMPING FOR BOXMAKERS 


REBUILT EQUIPMENT “ts 


PARTIAL LIST 


2—Redd Powder Carton Filling, Weighing, Sealing Units—adjust- 
able, 50 per minute. 

2—Ferguson Carton Wax Wrappers. 

t—Package Machinery Cellophane Wrapper. 

i—Urie Universal piston type Tube or Jar Filler. 

5—Pony Mixers, Day and Ross make, 8 and 15 gals. 

1—McDonald ‘'Weeks'’ type Automatic Labeler. 

2—World Rotary Automatic Labellers. 

i—Alsop Portable Bottle Filler, 3-spout handle, pump and motor. 

i—Lilliput Label Gummer, motor driven. 

5—Ermold and World semi-automatic Labelers. 

i—National MG Powder Filler and Weigher 

1—American automatic Powder Filler and Weigher. 

I—Ferguson ''Packomatic"’ Filler, Weigher and Carton Sealer. 

1—200 gal. Pfaudier Jacketed closed Glass Lined Kettle. 

Dry Powder Mixers, several with sifters, lab. size to 4000 Ib. 

Tablet Machines—i—Colton No. 5, 2!/2”; |—Colton 2B, '/2”; |—Mul- 
ford, 1'4,"; 2—Colton No. 2 Rotary, %”: i—Colton No. 37 Ro- 
tary, 2”; |—Stokes Eureka hand, '/2”; I|—Stokes O, %”. 

i—Colton 2B Gelatin Coating Machine. 

3—Colton Dry and Wet Granulators. 

i—Karl Kiefer Visco Piston type Jar Filler. 

i—Karl Kiefer 1|8-spout Rotary Vacuum Bottle Filling Machine. 
Brand new. 

!—World Automatic straight line Duplex Labeler. 

I—Alsop 2 disc Filter, Motor Driven. 


MISCELLANEOUS—Kettles, Drug Mills, Ointment Mills, Pulverizers, 
Grinders, Sifters, Screens, Colloid Mills, Filters, Filter Presses, 
Coating Pans, Tanks, Stills, Agitators, Pumps, Boilers, Pill Mass 
Mixers, Pot Mills, etc. Send for complete bulletin. 


WHAT HAVE YOU FOR SALE? SEND US A LIST. 


Consolidated Products Company, 
14-15 Park Row t¥ 


Warehouse and Shops: 335 Doremus Avenue, Newark, N. J. 





ONSOLIDATED 


Established 1858 FRUIT JAR co. 


NEW BRUNSWICK, NEW JERSEY 


COLLAPSIBLE TUBES . SHEET METAL GOODS 
CORK TOPS . SPRINKLER TOPS . DOSE CAPS 


New York, N. Y. 


837-839 TENTH AVE. 
JOHN HORN, Labels, NEW YORK CITY, N. Y. 
(Sample booklet of labels sent to RESPONSIBLE MANUFACTURERS) 


Name 


CLASSIFIED ADVERTISEMENTS 


The rates for advertisements in this section are as follows: 
Business Opportunities, $1.00 per line per insertion; Situ- 
ations Wanted and Help Wanted, 50c per line per insertion. 
Please send check with copy. Address all communications to 


THE AMERIC. AN PERFU MER, 9 cat 38th St., New York 








HELP W ANTED 


SALESMAN for a prominent line of Shampoo, Base and Shaving 
Cream in bulk. Address H. W. No. 2166, T he Ame ‘rican 1 Perfumer. 


MISCELLANEOUS 


COSMETIC C HE MISTRY. Practical Manuscript as taught at 
business schools, giving Cosmetics, Toilet Preparations, Make-up 
from factory to face. Lab. tested formulas. Copyright 1937. Lim- 
ited quantity left. Price $2.00 PAG-Co., Wallingford, Conn, 


FOR SALE, W orld Labeler, 2 Abbe Sifters, 1 large Pneumatic 
scale filling machine—all in perfect condition. Address Box 2279, 
The American Perfumer. 





OUTST ANDING FLAVOR FORMULA wanted for Wild Cherry. 
Tame Cherr, Raspberry and Strawberry suitable for hard candies 
also Rum and Butter for creams and caramels or toffie. Submit 
samples and full information for their use. Communications confi- 
dential. Address Box 2280, The American Perfumer. 


want to register a TRADE MARK ? 


write The AMERICAN PERFUMER, 9 E. 38th ST., N. Y. 





FOR THE BEST 


BOOK § 


ON THE 


PERFUME AND 
ALLIED INDUSTRIES 


CONSULT 
BOOK DEPT. 


THE AMERICAN PERFUMER 
9 EAST 38th STREET e NEW YORK 


The American Perfumer 





(Continued from page 89) 
devoted to patents and trade marks 
in Canada relating to the industries 
represented by our publication. 

This report is compiled from the 
official records in the Canadian Pat- 
ent Office. 

All inquiries relating to patents, 
trade marks, designs, registrations, 
copyrights, etc., should be addressed 
to 


THE AMERICAN PERFUMER 
9 East 38th Street 
New York City 


Trade Marks Under Unfair 
Competition Act of 1932 


N.S. 7871.—“STANIS.” Foot soap and 
cosmetics. Sinclair G. Stanley, Chicago, 
Il. 

N.S. 7881.—“JAQUET.” Cold cream, 
facial creams, skin and tissue cream, acne 
cream, eye cream, acne lotion, foundation 
cream, toilet soap, etc. Jaquet, Inc., New 
York. 

N.S. 7910.—“TAKT.” Deodorizing prep- 
arations for toilet purposes. Ewen Cameron, 
3 Laery St., Lower Hutt, Wellington, New 
Zealand. 

N.S. 7919.—“LORBIS.” Toilet creams, 
soaps, powders, rouge, perfume, etc. Romeo 
Parent, doing business under the name of 
Compagnie des Produits Familex, Mon- 
treal, Que. 


PAYAN & 


MU LES 


= 


GRASSE 


ABSOLU 


ABSOLU JASMIN FROM CONCRETE 
ABSOLU JASMIN FROM POMADE 


October, 1937 


Exclusive 


N.S. 7924.—“NESTYLE.” Hair waving 
solution and hair waving pads. The Nestle- 
LeMur Co. (Canada) Ltd., Toronto, Can- 
ada. 

N.S. 7926. — “BELLE MARQUISE.” 
Powder puffs, face powder, perfume, van- 
ishing cream, lipstick, rouge, cold cream, 
etc. Standard Bottlers & Packers, Ltd., 
Winnipeg, Manitoba. 

N.S. 7937.—“ESSENCE OF 
Beauty creams. Associated 
Inc., Chicago, Il. 

N.S. 7950.—“INO.” Soap, talcum pow- 
der, perfumes, hair lotion and brilliantine. 
Gerard Brothers, Ltd., The Soap Works, 
New Basford, Nottingham, Nottingham- 
shire, England. 

N.S. 7952. “ORLANDO.” Washing, 
cleaning and polishing compounds. Ayl- 
mer B. Curtis, Almonte, Ont. 

N.S. 7964.—Design of printed matter 
divided into two groups of letters, in dis- 
tinctive type and design, with a paraph- 
like curl from the first group extending 
over the top, around the end and _ back 
under the bottom of the second group, 
with the curve reversing near at its end. 
Toothpaste, carbolic soap, tar soap. Her- 
vay Remedies, Ltd., St. Basile, Que. 

N.S. 7965.—“DR. HERVAY.”  Tooth- 
paste, tar soap, carbolic soap. Hervay 
Remedies, Ltd., St. Basile, Que. 

N.S. 8010. 
with the head in profile surrounded by an 
oval band matter. 
Beauty preparations. Jane Seymour, Ltd., 
23 Woodstock St., Bond St., London, W. 1, 
England. 

N.S. 8034. 


LIFE.” 


Distributors, 


Design of figure of a woman 
containing reading 


“COSRAY.” 


Cleansing 


cream, tissue cream, face lotion, hand lo- 
tion, etc. Los Angeles Soap Co., Los An- 
geles, Calif. 

N.S. 8036.—“AEROMATT.” Powder for 
use in cosmetics and toilet preparations. 
Johne & E. Sturge, Ltd., 1, Wheeleys Road, 
Birmingham, 15, England. 


Patents 


368,564.—Cleansing cream. Samuel Iser- 
mann, Summit, and Ernst Ohlsson, Jersey 
City, co-inventors, both in New Jersey. 

368,628.—Magnesia cream processing. 
The Charles H. Phillips Chemical Co., 
assignee of Bruce Walton, both of Glen- 
brook, Conn., assignee of Lloyd K. Riggs, 
Newark, N. J. 

368,646.—Cosmetic product. Chemische 
Fabrik Grunau Landshoff & Meyer Aktien- 
gessellschaft, Berlin-Grunau, assignee of 
Fritz Sommer, Berlin-Charlottenburg, and 
Max Nassau, Berlin-Wilmersdorf,  co- 
inventors, all in Germany. 

368,648.—Hair waving process and _lo- 
tion. Coriolan Gesellschaft m.b.H. Neu- 
heiten Vertrieb, assignee of Johannes 
Saphir, both of Berlin-Tempelhof, and Wal- 
ter Bergau, Berlin-Wilmersdorf, co-inven- 
tors, both in Germany. 

368,.720.—Eyelash applicator and curler. 
Robert R. Nathans, Chicago, Il. 


Industrial Designs 


Design of a de luxe flacgon in circular 
form, whose general appearance simulates 
a gourd. Guerlain, Ltd., 48/50 Mortimer 
St., London, England. 








BERTRAND S. A. 


FRANCE 


ESTABLISHED 1854 


SAU 


JASMIN FROM POMADE EPURE 


(100% soluble, wax-free) 


ABSOLU TUBEREUSE FROM POMADE EPURE — 


(100% soluble, wax-free) 


ABSOLU TUBEREUSE FROM POMADE 
CLARY SAGE EXTRA (Our own distillation) 


Samples and quotations given on request 


Agents for the United States and Canada: 


—(ERARD J. DANCO, »— 


333 Sixth Avenue, New York, N. Y. -: 


eT ea 
3 


TUNA LLL 


CHelsea 2-7696-7697 





ANNOUNCEMENT 


by LOUIS I. BRILL 


PRESIDENT OF BRILL EQUIPMENT CORP 


1 A Change in Corporate Name 


from the Stein Brill Corporation to the BRILL EQUIPMENT CORPORATION 


And Warehouse—to better serve 
our mid-western customers. Our 
St. Louis branch will operate under 
the name of BRILL EQUIPMENT 
COMPANY. Address: MART BUILDING, ST. LOUIS, MO 


GQ Prompt-Etficient— Economical Service on High Quality 
Used Equipment for 
c . S Soap and Cosmetic 
7 
Rubber and Plastic 
Plastics 


ou Min Rayon 
Oil Refining And Allied Industries 


Seger ond Syrup 
Ges 


Now Liquidating Plants at 
EAST LIVERPOOL. OHIO (Pleskalite Corp.) ST. LOUIS. MO. (Missouri Keolin Co) 
BROOKLYN. N.Y. (Zincepone Mig. Co.) PHILADELPHIA. PA. (C. H. Boley Co) 
PATERSON. WN. | TRENTON, WN. | 
BRIDGEPORT. CONN. PITTSBURGH. PA. Kochelex Corp 


SEND FOR COMPLETE LISTS COVERING THESE PLANTS AND OUR WAREHOUSE STOCES 


BRL CERENT COW 


“We Buy idle Equipment—Single Items or Complete Plants” 


Formerly STEIN-BRILL CORP. 


BRILL EQUIPMENT CORP BRILL EQUIPMENT CO 
189 Verick Street New York NY =a Mart Building. St Louis. Missourt 
Telephone Welker 56892 tmwt 0925 


WE SUPPLY THES 


American Soap Maker’s Guide (Meerbott & Stanislaus) $7.50 
Basis of Light in Therapy (Dr. Herman Goodman).. 5.00 
Chemical Formulary (Bennett), Vol. I.. 

Vol. II 

Vol. III ; 

Chemistry of Essential Oils and Artificial Perfumes 
(Parry), Vol. I.. 

Vol. 

eens Chemical Diaure, cloth bound 
Leather bound . 

Cosmetic Dermatology (Dr. Herman Goodman) 

Cosmetics and Your Skin (Dr. Herman Goodman).. 

Cream of Beauty (H. S. Redgrove) 

Custom House Guide, 1937 Edition (7 volumes in 1, 
including Port Sections, Reciprocal Trade Agree- 
ments, Import Commodities Index, Customs Tariff 
Act, Customs Regulations and General Information 
American Import & Export Bulletin included as 
monthly supplement 

Cyclopedia of Perfumery, Vols. I and II (Parry).. 

Die Aetherischen Oele (Gildemeister & Hoffman) 

Vols. I, II and III (each) 

Die Moderne Parfumerie (Mann-Winter) 
In German 

Flavors and Essences (Gazan) 

Flavouring Materials, Natural and Synthetic (Clarke) 3.00 

Formulaire du Chimiste-Parfumeur et du Savonnier 
(R. M. Gattefosse) ... 

Hair-Dyes and Hair-Dyeing (Redgrove & Foan).... $2.25 

Handbuch der Gesamten Parfumerie und Kosmetik 
(Winter) in German 

Handbuch der Kosmetischen Chemie (Truttwin) 


In German RM36.00 


Prices quoted in foreign exchange subject to rate of exchange on day of receipt of order. Please remit with order, by N. 


ROBBINS PERFUMER CO., Inc. 


Book Dept. 


Pure 


Dependable 


Uniform MAGNESIUM 


QUALITY 
STEARATE OF MAGNESIUM 


Light, Great Adhesiveness. Pure White. Im- 
measurable Fineness. Heavy if desired. Dusts 
out under the puff like the finest pollen. Made 
to satisfy most exacting requirements. 


STEARATE OF ZINC 
Odorless, Impalpable. Pure White. Water Re- 
sisting. Great Adhesiveness. Light or Heavy as 


desired. Highest standard of Purity and Uni- 
formity. 


We manufacture the foregoing on a large scale. Prompt 
deliveries in any quantity from one barrel to a carload. 
STOCKS CARRIED: Chicago, St. Louis, San Francisco, 
Los Angeles, Kansas City, Mo., Des Moines, New Orleans 


Telephone SUnset 6-1337-1338 


53-33rd Street Brooklyn, N. Y. 


SE BOOKS 


How to Sell Cosmetics (Edyth T. McLeod) 
Industrial Chemistry of Fats and Waxes (Hilditch).. 
Le Livre du Parfumeur (Cola) in French 


Lexicon der Kosmetischen Praxis (R. Volk and 
Dr. Fred. Winter) 


Manual for the Essence Industry (Walter).. 
Liquor Chapters Supplement 

Manuel du Parfumeur—Vol. I (Cerbelaud) 
Vol. II (Formulaire des Cremes de Toilette). . 
Vol. III (Formulaire de Parfumerie) 

Modern Soap Making (Thomssen & Kemp) 

National Formulary, VI 

Non-Intoxicants (Nowak) 


Paint, Powder and Patches (H. S. Redgrove) 
Perfumes, Cosmetics and Soaps (Poucher) 
Vol. I, Fourth Edition 
Vol. II, Fifth Edition 
Vol. III, Fifth Edition 


Rational Pharmaceutical Treatment of Common Skin 
Diseases (Dr. Herman Goodman) 

Record of Specially Denatured Alcohol (H. W. Eddy) 
Cloth Bound, 150 pages 

Riechstoffe and Parfumierungstechnik (Winter) 
In German 

Scent and All About It (H. S. Redgrove) .. 

Scientific American Cyclopedia of Formulas........ 

Soap (Simmons) 

Spices and Condiments (H. S. Redgrove) 

Twentieth Century Book of Recipes, Formulas and 
Processes 

U. S. Dispensatory, XXII .... 

U. S. Pharmacopoeia, XI 


’. Draft, Money Order or Stamps to 


9 East 38th Street, New York City 


The American Perfumer 





(Continued from page 42) 
Six of them in a little leather case 
as traveling container for your own 
favorite perfumes seems to me an 
ideal gift item. The pinch bottle 
doesn’t allow for much variation in 
labeling although a very small round 
label could be placed in each of the 
three “pinches”. Another way to 
handle it would be a sprayed-on or 
decorated decalcomania of old fash- 
ioned diminutive flowers with the 
name of the product racing around 
in different directions all over it. 
Use a different color cap in such 
cases to harmonize with the color of 
the decor. The little square bottle 
No. 27 would be sweet with a very 
narrow strip around label, high at 
the shoulder, giving it a truly minia- 
ture appearance if used for samp- 
ling lotions, etc., or a round label 
would suit it nicely. No. 26 is very 
much in the feeling of the bottles 
used for dispensing bulk perfume at 
the counter. This would do well with 
the polished brass screw cap as 
shown in the illustration and could 
be used for an inexpensive perfume. 
It is easy to label by following the 
square cutting on the side or center- 
ing a round label in the square. 


MIXERS « AGITATORS - FILTERS 
BOTTLE FILLERS RINSERS 
DISCS 


FOR ALL FILTERS . 


Is simply a matter of the 
RIGHT type and size 


machine. 


teste 


* GLASS COATED TANKS 
CAPPING MACHINES 

LABELING G CONVEYING EQUIPMENT 

PORTABLE 


If you will clean. 
just tell us, the kind and 
size bottles, 

many you need to fill in a batch 

or day, we will send you the 
most efficient and economical 


(gain a transparent label would keep 
it light and delicate in feeling. Trans- 
parent labels and decalcomania are 
particularly —_ d to perfume bottles. 

Bottle No. 28 has long been a fav- 
orite shape for perfume bottles in 
stock lines. This square cut glass 
stopper seems the best interpretation 
it has yet had for closure. Since it 
comes in different sizes (as many of 
the others do) it is very practical for 
a perfume line which must needs watch 
pennies at the beginning of its career. 
Bottle No. 29 is a rather formal per- 
fume bottle and suggests that its con- 
tents be something superior in the 
way of a product. A small oval la- 
bel, probably in gold or copper, 
would serve it adequately. It calls 
for a box which could be just as 
simple or elaborate as the product 
demanded. The base might be best 
perhaps on a platform, two or three 
steps up. A metal or fabric cigaret 
case carrying ten cigarettes on each 
side as it opened would just contain 
the bottle nicely and give a reuse out- 
er package justifying a higher price 
for ‘a original purchase. And if the 
ladies who don’t smoke can’t think 
up a use for it suggest that they use 
it to carry their mad money. 


There are many other well de- 
signed and attractive stock bottles on 
the market but I feel that this short 
resume of bottles might be considered 
as a cross section of the present mar- 
ket and should stimulate thought 
along constructive lines for the cos- 
metic manufacturer in working out 
his packages. My last word of warn- 
ing is that you will find it often 
cheaper in the long run to have a de- 
signer work such types of packaging 
out for you rather than puttering with 
them yourself. When you start with 
a good stock bottle please don’t end 
up by turning out a “homemade” 
looking package. It hurts the bottles 
as well as your own business. Some 
time manufacturers may only per- 
mit their stock bottles to be used after 
the finished package has been okayed 
by an expert from their own staff. 
Something like a building franchise 
in restricted areas. Such a condition 
might exasperate a few sharp-shoot- 
ers but it would protect the rest of 
the industry and I think it would 
have a decidedly healthy effect on 
cosmetics as a whole. So if you want 
to avoid the possibility of such cen- 
sorship make your packages worthy 
of the bottles you employ. 


COLD FACTS for 
(COLD CREAM MANUFACTURERS 


Sherwood is a superb source of supply . . 


are right . 


“ prices 


- quality is uniform . . . service is 


dependable. .. . 


Try one or more of the following products that are 
especially useful in the manufacture of cold cream 

. then you'll know why Sherwood keeps customers 
—and keeps them satisfied. 


KREMOL: a crystal white American Mineral Oil, entirely odorless 


and tasteless. 


ASBESTOS 
PUMPS. tests. 


SHEROLATUM: The improved petrolatum U.S.P. 


Manufacturers of nationally advertised cosmetics use 
KREMOL—America's accepted cosmetic base. 


dependable, for each batch must pass 10 rigid Sherwood laboratory 


KREMOL quality is 


Strictly a 


Pennsylvania straight run, filtered, pure petrolatum entirely free from 


sulphur compounds. 


SHEROLATUM'S long, smooth fibre and fine 


consistency make it an excellent product for use in cold creams. 


tion in every regard. 


soever. 


and how 


machine for a trial. 


ALSOPENG. Corp. 


MILLDALE, 


447 Main St. 


October, 1937 


CONN. 


Guaranteed tasteless and odorless; surpasses every U.S.P. specifica- 


SHEROSINE: The better grade ceresine. SHEROSINE is always 
It is guaranteed to be absolutely free from any dirt what- 
Packed five ten-pound slabs to a corrugated box—each slab 
separately wrapped to insure scrupulous cleanliness. 


SHEROLINE: A synthetic snow-white mineral jelly. 
and tasteless, SHEROLINE is another excellent Sherwood product. 
Available in soft, medium and hard grades. SHEROLINE is also for 


use in quick-melting cleansing creams. 


Odorless 


Write today for further information 


SHERWOOD 


PETROLEUM COMPANY, 


Main Office: BUSH TERMINAL, BROOKLYN, N. Y. 
Refinery: WARREN, 


INC. 
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Under this heading are pub- 
lished brief abstracts of articles, 
both technical and general, from 
foreign journals in this field, to- 
gether with page and volume ref- 
erences. We cannot furnish com- 
plete copies of these articles or 
journals but will be glad to 
supply the addresses of the 
publishers upon request. 


Wilhelm Schwiete, writing in Sei- 
fensieder, Ztg., 63, 391, 1936, con- 
siders water glass as an ingredient of 
soaps. The conclusion reached is that 
the advantages outweigh the disad- 
vantages, when this material is added. 


+ 


Dr. Sebastien Sabetay writes on 
“Progress in the Domain of Aroma- 
tics Chemistry in the Year 1934,” in 
Reichstoff Ind. 11, 223, 1936. A 


bibliography of over 70 references is 


given. 
rm 


Suggestions on the preparation of 
the eye cosmetics are given by S. P. 


Jannaway. in P.E.O.R., 27, p. 438, 










If not, you will want to do so at once—for 
the famous COLTON CLOSURE machine has 


been greatly improved and simplified. 


It now offers you these new advantages: 
1. Motor is underneath, out of the way. 
2. Equipped with REEVES drive for speed 


control. 


3. New design filling head makes machine 


operation more smooth than before. 


4. Start and stop push button switch. 


5. Two handy levers. 
chine proper. 
mechanism. 


You get all these improvements—at no increase in price! 
Write TODAY for a sample tube and full information on 


this machine! 


ARTHUR COLTON co. 


2604 JEFFERSON AVE., 


October, 1937 


One for starting ma- 
5 
One for stopping starting filling 





ABSTRACTS FROM FOREIGN JOURNALS 


1936. Formulae for different kinds 
of mascara, eye shadows, pencils, 
A formula for 
liquid mascara is: rosin tincture 
(10%) 21.5 parts, shellac 1.5 parts, 
castor oil 2 lampblack 15 
parts, and toilet quality industrial 
spirit 60 parts. 


creams and lotions. 


parts, 


+ 


Dr. W. J. O'Donovan has contrib- 
uted the article on “The Use and 
Abuse of Drugs in Skin Diseases” 
to the special issue of The Practition- 
er (London) devoted to “The Use 
and Abuse of Drugs and Prepara- 
He points out that much der- 
matitis in industry is caused, not by 


tions.” 


the hazard of the patient’s occupa- 
tion, but by the use of harmful deter- 
sives employed to cleanse the skin, 
such as turpentine substitute and 
“soda solution of unknown and po- 
tent strength mixed by the newest re- 
cruit to the workshop.” 
a section to cosmetics, to which, he 
says particular attention must be 
drawn under the heading of prepa- 
rations the use of which is harmful 
to the skin. He quotes a number of 


He devotes 


HAVE you written for Details on_ this 
NEW No. 17 type A IMPROVED AUTOMATIC 


tube filling, closing and crimping machine for 


SEALING COLLAPSIBLE TUBES.......... 


EAST, 


DETROIT, 


substances which are perfectly harm- 
less such a triethanolamine (or tri- 
hydroxy-ethylamine) soaps and Bul- 
garian rose oil. One gets the impres- 
sion that Dr. O’Donovan is not too 
sure of his chemistry; and that he 
mentions the names of some sub- 
stances just because they are long 
and outlandish (to those who are not 
chemists) in the hope of frightening 
his colleagues. Contributions of this 
sort published in the medical press 
are liable to harm the industry. How- 
ever, Dr. O'Donovan ends on a more 
satisfactory note. He quotes Profes- 
sor Sabouraud to the effect “that he 
would almost prefer bad creams and 
bad cosmetics to none at all, for he 
has noticed, as have others, that the 
skin of actresses as a class looks 
younger than that of their contempo- 
rary sisters.” 

Shortening of the saponification 
time by 
droxide in carbitol is described by 
W. R. Street (Analyst 61, 687, 
1936). Even with compounded min- 


using N/2 potassium hy- 


eral oils, wool fat, and carnuaba 
wax, the saponification is complete 
within 15 minutes. Results obtained 
are the same as those obtained using 
alcoholic potash. Thru. Quart. J. 
Pharmacy & Pharmacol. 
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Y OUR business is not cosmetics—it is customers. 
And just one lost customer will mean several 


repeat sales lost to your product. 


You can build and hold your business only so 
long as your customers are convinced that your 


products are pure and beneficial. 


This means you must control the quality of your 
products, you must be sure that the ingredients 
are always uniform—that no impurity or adulter- 
ant is ever permitted to throw your formulas out 
of balance. To help you control your own product, 


we offer you Beehive Brand Beeswax—guaranteed 


pure—always the same. 


PURE WHITE. Every tablet of Beehive Brand 
Beeswax is pure white—an essential in making 
fine, white creams. Our own buyers select the 
finest grade of crude beeswax. It is again tested 
for purity and quality by our skilled chemists. 
Then it is sun-and-air bleached in our own modern 
bleachery. For years it has been the base of many 
fine creams. Write today for complete information. 


RAND 


WILL AND BAUMER CANDLE CO., INC., Buckley Road, Syracuse, New York 
Established 1855 


SPERMACETI CERESINE YELLOW BEESWAX COMPOSITION WAXES 
RED OIL HYDISTEAR STEARIC ACID 


BEEHIVE BRAND IS ALWAYS PURE— UNIFORM 
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